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did you know that 

... 95^ of the nation's young homemakers listen to Radio 
each week. 12,000,000 of these young homemakers listen more than 
16 hours every week. Just one more reason why 

Spot Radio is such a powerful sales-maker. 

KOB Amuquerque WINZ Miami KCRA Sacramento 

WSB Atlanta WISN Milwaukee WOAI San Antonio 

WGN Chicago KSTP .... Minneapolis-St. Paul KFMB San Diego 

WFAA Oallas-Ft. Wofth VSTAR Norfolk KOBY San Francisco 

KOSI Oenver KFAB Omaha KMA Shenandoah 

WANE Fort Wayne WIP Philadelphia WNOU South Bend 

KPRC Houston KPOJ Portland KREM Spokane 

WISH Indianapolis WJAR Providence WGTO Tampa-Orlando 

KARK little Rock WRNL Richmond KVOO Tuisa 

Radio Division 

Edward Petry & Co., Inc. 

The Original Station Representative 

NEW YORK • CHICAGO • ATLANTA • BOSTON • OALLAS • OETROIT • LOS ANGELES • SAN FRANCISCO • ST. LOUIS 



HOW TO SELL 
YOUR MEDIA 
DEPARTMENT 

Modern agency men say 
a media department 
should be merchan- 
dised to clients, btaff 
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76.2% of Des Moines Listened to Radio 




than all other stations combined! 

The fact that KRNT is the preferred source of help and 
information in times of emergency stands as praaf af 
KRNT's image af dependability in the minds of people 
in Central Iowa. Obviously, KRNT has earned this 
recognition with lang-standing excellence in public 
service . . . reliability that is vital in all selling! KRNT 
advertisers know this. They used twice as much KRNT 
Radio in February of 1959 as in the same period a year 
ogo. It's no wonder that most people listen to, believe 
in, and depend upon the COMPLETE radio stotion in 
Des Moines, KRNT TOTAL RADIO! 



According to another recent survey (when there was na 
emergency) ... a depth study by Central Surveys, Inc., 

KRNT RATED AS THE TOP 
DES MOINES STATION: 

• MOST PEOPLE LISTEN TO MOST 

• MOST RELIABLE NEWS 

• MOST BELIEVABLE PERSONALITIES 

Represented Nationally by THE. KATZ AGENCY 



During ond following o traffic-crippling snowstorm in 
Iowa last month (March 5th), public demand for infor- 
motion about impossoble roods . . . concern for where- 
abouts and welfare of relatives was critical! 

Fortunately, most people in this orea have learned from 
post experience thot KRNT alwoys provides service to 
fill these personal needs. They knew that KRNT would 
help, ond o thousond business executives, school prin- 
cipals and individuals used KRNT'S aired-telephone 
interview service with the fomiliority of doily routine. 




TOTAL RADIO 

in Des Moines 
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In one food store it quintupled the daily sales of a gai'deniiig product. In 
another it quadi'upled business for a KXX beer advertiser. A stoi-e tradic study 
made by a major food chain revealed that it was the oh/// disjtlay that i)oop]e 
could associate with the product it i)ronioted. Such are the facts about KXX 
Radio's own fabulous Product Peddler ... the most colorful, effective, mobile 
l)oint-of-salc display anywhere. For information about thi.s proved bonus 
inei-chandising .sei-vice .see youi- KNX oi; CBS Radio Spot Sales i-e])i e.sentative. 
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IF YOU'RE STILL AMAZED l>\ tile \liri ri- 

<v.n iM^.li;.M<- a .il,- fn, 

tclc\iM..M. >nn uu-M find III.- ;ni^«, i 
in the i.coi-,1 ,,f 11 ^.■r\.-^ nio-l oi 

il>|niMi. .nn-l .,f ll,.' lini.-. 
The I ').()()() l.r o;nl( aM- pn-ciilr.l l.x 
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he found in the annual (;<■., i-.- I-.,M.t 
IVahodv A\var(ls-"lhc I'lilit/cr |)ri/c- 
..f liroadcaMinj;." l-ailior ihi.s m..nlli 
all ..f 111.' nclwdiks w.Tc luinovcd fci 
ihoii conlrihulion^ to tlic nio<liuni in 
thi> iii alifyinir coniix'titiDn in \vlii( h 
the i)ul)lic icap.s llif ri( hc-l rc\vai(l>. 

FOR THE THIRD CONSECUTIVE YEAR, the 

IValiody Coniniittcf ])i('.-cntr(l what it 

the one for "PuMic Service" -to the 
CRS Television \el«ork. The award 
wa^ made for a >erie> of >i.eeial Clb 
i\e\\- prograni^. nio^t of uhieli wore 
scheduletl at nighl to rearh the hirgot 
|.o>Mhleaudien..>. 

The eonnnittee al^o lionmed the Net- 
work for Televi.-ion Musical ICiitertain- 
meiit (Lincoln /'rcsriils Leonard 
Bcnnleh, ami ihc \,-h- )orh I'lulhar- 
momc . . .-has in>|.ired a resurgence 
of interest in sNinphonie nui>ie . . ." I 
and for Tele^i'-.ion Dramatic Knter- 
tainnicnt ( Playhouse ')() . . . "stands 
alone anion,:; draniatie ])ro.L'rams in 
tele^ ision in aiming at the h.-t ..." I 

IT WOULD SEEM ONLY TOO CLEAR thai 

people give more of their attention lo 
tele\i>ion than to an\ other medium 
of connnunicatiou simpiv liecan-e lele- 

vvhat the\ want. \nd hecau~e I lie\ find 
so much of what the\ want, in >ncli 
e\en halanee. at a -ingle jioint on lli.' 
(Ii<d. lhe\ turn their alK iitioii ni -I 
often to the ( IIS ^,•le^ i>ion \ -tu, i k. 

CBS Television Network 



IN SOUTH GEORGIA 
AND 

NORTHWEST FLORIDA . . . 

A NEW 
MARKET 

since Mar. 19th! 

WALB-TV's new 
1,000 FOOT* 
TOWER 

has almost doubled 

the effective VVALB-TV 

market in this area ' 

•(Tallest in South Georgia 



GRADE B POPULATION 
NOW IS: 



730,600 

GRADE B TV HOMES 
NOW ARE: 

126,200 



ALBANY, CA. CHANNEL 10 

WAL6-TV 



NEWSMAKER 
of the week 



\oniinlly. the appnintiueut of a general manager for a Gen- 
eral Motors (lirisiou woiildnt create initcli of a stir in the ad 
hnsiness. lint the naming of luhrani D. Ilollert as Buick 
general manager rerirod memories of McCann-Erirkson''s 
snitch from Chrysler to lliiick and caused Madison Ave. 
to mull over the possible consetjnences to the agency. 



The newsmaker: TIh- 

oral niiinager of the lUiirk diM■^ 
Kven people at 1). P. Brother. Inr 
Div.. ^^hicl, liollert now manager 
\\ovk,s Though the Hanison exe 
a iie\N |)ost. it;> exaet nature was- 
Like K(l^^arcl T, Ra-Klale. the 
lert i^ an en-ineer an.l (le>i<rner 
executive. Unlike Ragsdale. who 



of Edward 1). Rollert a 



. ajiencN for the Harrison Radiator 
had no inklin<: of what was in the 
•uti\e knew Rollert was bound for 

,an he is'succt>edin<r at Ruick. Rol- 
rather than a sales or advertising 
.spent 36 )ears with Buick. Rollert 



has ^ev^ed with a numher of CM divisions, a oomnion practice amonp; 
(]M executives hound for the top. He is 17 and has spent his entire 
working career with GM, starting with the AC Spark Plug division, 

lne\ital)ly. Rollert's appointment stirred theorizing among admen 
as to th<- fate of Ruick hillings, now prohahh about SLS million, a 
third of it set aside for network t\. With Buick's sales rank dro])])ing 
from third to seventh |)lace. and with ^ome of this slide taking place 
during the tenure of Ragsdale ami McCann-Krickson. it was natural 
for .speculations to center on this subject. While Ragsdale knew Buick 
and its problems intimately. Rollert will have to ^tart from scratch 
and it is unlikel} there will he an\ such heads de\ elo])meiits as Rags- 
dale'.- storied search for an agenc\ to replace Kndner. 

One of Rollert's first problems will be t.. make a decision on 
Me("ann-KrieksonV recoiiimendatioii for S.t million worth of network 
l\ specials in the l<J.i<;-6() ^eason, During the current season, the 
Ruick web si.leo budget, also about S.i niilli.m. is split- roughh half 
and half between se\en Rob Hope specials and an alternate week of 
HV//,s Fill go. In the jniut area, this is what Ruick .-pent last \ear: 
Les- than .N'l million in ne\\spa|)crs. or about half of the 1%? total: 
about .'?2 million in magazines, down a third from the pre\ ious year. 
Iini< k has dipped into spot t\ hut the billings are miniscnie. 



Th 



.nigh Rollert h; 
-ing battle among aut. 
thai will r.dl up his si 
lem. A.lm.-n describe 1: 
■illiance with all. lie i- 
to Purdue I his father 
. and fishes, relaxes \ 



been close to the slanvbang consumer ad- 
to manufacturers, he is de-cvibed as the 
sleeve and pitch into solving any kind of 
inr as a "scdid" type, but ha\iug a streak 
marrie.l and has two sons, one of whom 
Alma Mater). When he has tinre he 
ith l.ri.lge and .-hess. ^ 
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NEWSMAKER STATION of the WEEK 

WSBA appoints EASTMAN 



DOMINATES YORK-LANCASTER-HARRISBURG, PA. 



NUMBER ONE RADIO STATION 
IN THE 

PENNSYLVANIA DUTCH 
MARKET 



li 

HOOPER, MARCH '59 




robert e. eastman & co. 



national representatives of radio stations 



NEW YORK: 

527 Madison Avenui 
New York 22, N.Y. 
PLaza 9-7760 



CHICAGO: 

333 N. Michigan Ave, 
Chicago, Illinois 
Financial 6-7640 



SAN FRANCISCO: 
Russ BIdg. 
San Francisco, Cal. 
YUkon 2-9760 



DALLAS: 

211 North Ervay Bli 
Dallas, Texas 
Riverside 7-2417 



ST. LOUIS: 
Syndicate Trust Bid?. 
915 Olive St. 
St Louis, Missour' 
CEntral 1-6055 
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THE PGW COLONEL SAYS: 

"We like salesmen 
who know how 

to pick up a check ' ' 

^Vhen a PGW sales team wins a sales con- 
test, the members of that team are given a 
pai'ty where every winner picks up a check 
... a big one. 

Yes, we like a man who knows how to pick 
up a check ... a sales contest check, a sales 
incentive check or a profit shai'e check . . . and 
we offer all of them at PGW because we like 
salesmen who like to compete . . . and win. 
Don't you? 

P JETERS, 
G MIFFIN, 
W OODWARB, mc. 

Pioneer Station Representatives Since 1932 

NEW YORK CHICAGO DETROIT HOLLYWOOD 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 




now 



7. 

TV 

market ! 



JACKSON, 
MISS., now 

TV homes 

The nation's leader 
in business gain 

served by its two 
television stations. . . 



WLBT 

Hollingbery3 

WJTV 

Katz 12 





by John E. McMillin 



Commercial 
commentary 

So it's creative— so who cares? 

La>t fall, wlu'ii (joorco Griiibiii, a 'Vreati\e" 
ritan. »as named head of ^ .Ml and the AW at 
its annual meeting Nvas calling for more '-erea- 
liveness" in advertising. I talk. d with a Colonel 
l!liiii|)-t\ pe cliarai^ter who deejih and bitterly re- 
MMrled what he callecl '• Ml ihi.- twaddle about 

"ItV for the birds." he said harum|)hing loud- 
l>. ".Modern advertising is a business. It is mass marketing, hacked 
h\ careful, scientific research and shrewd, cost-conscious media buy- 
ing. Creati\ it\ — busliwah!" 

I grinned when he saitl this and |)nt him down as one of those 
end)ittered account, reseandi. or marketing men (there are dozens in 
the agenc} business I who loathe the ground that co])) writers walk on. 

Ileccnti). howe\er. I've been wondering whether I was right. 

There's been such an o\erwhelming gush of talk about creati\ ity 
in the last }car (this week the 1 As is de\dting an ini|)ortant section 
of its White .Sul|)hur (A)nvention to a ereati\it\' |)aiiel headed by 
Ceorgc Reeves of JWT. Chicago I that Km getting a little suspicious. 

How nuicb of this infatuation is just |)lain li|) ser\ ice? 

Homo, mother, the fhig;. uiul ereativ«MM'>iS 

A few weeks ago. b)r instance. 1 read an im|H-essi\e statement by 
Marion llar|)er of .Mc('ann to the effect that the ])roduction of crea- 
ti\e ideas is the main business of advertising, and that toda\ 's crea- 
ti\c man has better tools from research and marketing — than he 
has ever had before. 

1 haxe no reason to doubt that .Marion was being wholl> sincere. 
Hut somehow 1 couhhr t helj) snickering oxer his remarks. 

The> sounded so drcadfull) statesmanlike. 

In 2()tli Ccntur\ advertising circles it has bectome as ini|)ortant to 
take a strong public stand in fa\or of crcati\it\ as it is to be stead- 
fastlx on the side of home, iru.ther. the flag and the Audit Bureau of 
Circulations. 

Hut when men like Marion llar|)cr. who ha\e almost dedicated 
their business li\es to the ])roposition that advertising is or can be 
|)raetical. factual, cost-oriented and ruthlessly scientific, begin talk- 
ing about "creatiNit)" I wonder what they mean. And. b)r that mat- 
tci what do the rest of us mean when we |>rate so glibU about the 
im|>ortance of ad\ crtisiug's "■ ieati\e functions'r'" 

1 submit that -( rcati\e ' is the nn)>t bastardized word in the ad\er- 
tising lexi. \nd 1 think it's high time we re-.lefiircd it. 



'I1>e in<li>i<lii:il ;i 



.1 per, 



al i 



edient 



bet's begin h\ admitting that the only i)o.-sible reason b)r hein< 
(Uicerned with acK ertisiu"; crenti\eriess is a \er\ |>ra(tical one. 
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arket on the move! 



Pints by the million of luscious, rod-ripe, sun-sweet straw- 
berries are on the move . . . out of Florida's rich acres . . . 
into the North's important market centers! From Thanks- 
giving until mid-April, harvesting of king-sized Florida 
strawberries is big business around the MARKET ON THE 
MOVE. . .TAMPA -ST. PETERSBURG! Until early March, 
over 90% of the fresh strawberries consumed east of the 
Rockies are shipped from this area! 

The yearly total amount of agricultural products produced 
in the TAMPA-ST. PETERSBURG area is roughly a quarter 
of a billion dollars! 

You can capture this rich, ripe market with the STATION- 
ON-THE-MOVE — WTVT — first in total share of audience* 
with 34 of the top 50 programs! WTVT, with highest-rated 
CBS and local shows, penetrates and blankets the M ARKET- 
ON-THE-MOVE . . . TAMPA-ST. PETERSBURG! 

* Latest ARB 



Station on the move. , . . 

WTVT 

TAMPA-ST. PETERSBURG 
Channel ' 

The WKY Television System, Inc. 
WKY-TV WKY-RADIO WSFA-TV 

Oklahoma City Oklahoma City Montgamery 

Represented by the Katz Agency 
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30.6% 

SHARE OF AUDIENCE 
6.00 P.M. TO MIDNIGHT' 

JAN. - FEB. -ARB 



NOV. '58 



MAY '58 




THAT'S NOT ALL!! 

K-7 is first in Amarillo in total 
rating points, three nights out of 
the week — with four of the 
top ten shows. 

Ul your Boiling mod give you Ihe deloiled 

k VII -TV 

amarillo, texas 



Commercial commentary continued 



It ^luiiifi^ fn.ni llu- fart k^..^^^ 1.. nil cxi.criciu-f.l adiii.-n— tlial 
one |)ifc(> (if <-<)|i\. one indio or t\ ( (iiiimcrcial. or one print ad ran l)e 
iiiiiM) tinie> more t-ITrt tixc than another. 

'lliese eo|)\ dilTerciices land tliej can run higher than 1.000%) 
repreMMil the <;reate^t ( liallenge and most dniijrerous risk that any 
adveiliser faces. Tliex mean (hat he can gel lOc or SIO of value for 
eacli dollar of liis a(l\ ertisiiifr ex|)eiulitnre. 

And uliat causes the.se c()|)\ \ariations? 

Well, tlie)'re due to (he difTerenees iu ihe in(li\idual abilities of 
the |ilanners. writers, visnalizers and producers of finished eomnier- 
cials and advertisements. 

This is a fact which uianx husinessnien find lirutalh hard to accept. 
lhe\M like to helie\e that advertisini; creativeness I for that's what 
we re lalking ahont) is a grou|i or "team" matter that it can be 
produced anlomaticall) b) a smoothh organized business machine. 

I!nl it ain't so. J(je. It just ain't so. Creati\eness is es.sentially a 
personal, indi^i(hlnl and loneh projiosition. And Hea\ en help \ ou 
if you look for it except iu indhidnals. 

A talent not a teclini<iii« 

\ii e\en more uii])leasant fact about ereali\eness is that it is only 
in part an abilit\ that can be acquired through training, research and 
experieiiee. 

It i.- true (.f course that ])eo|)le can develoj) (heir ereati\ e powers. 
I'erhajjs HBDO's brainstorming is one good w ay. L |)ersonall\, bave 
found, though, (hat kindness, underslanding. encouragement and re- 
s|iect do move to stimulate creative ])eo|)le than anything else. 

It is also true that facts, research, experience all contribute to the 
crcali\e process. They can be, as Ilar|)er says, helpful tools. 

Hut when you've said this )ou"vc said onl\ half the truth. For 
real creativeness. I'm eonvineed. is a gift, a talent, a spark which 
-uir grandfathers would not lune been ashamed to call God-given. 

If a writer or an artist doesn't ba\e it. tben no amount of textbook 
I raining or uiercbandising saw) will gi\e it to him. 

Tlic <|iialit> of livinj; <-<>ninninicati(>n 

Tinalh. let's recognize thai when we use the word "ereali\e" in 
ad\ertising. we mean it in a bighh spe( ialized artistic sense. 

{'reativeness. as we use it. does not mean merely the ability lo |iro- 
ducc something new and diflerent. It is not merch laboring miglil ily 
and bringing forth a stone, a .sarcophagus or a set of statistics. 

("reati\ encss on onr terms means the abilit\ to produce something 
thai is (lUvc copy that sings, jiicturcs that glow with \ italitv. music 
that grips the bcarl. 

'Ihi.- living (|ualil\ is the thing which distinguishes what we call 
creati\ ity from mert> in\ entiveness. ini>ennit\ or prodiictix it_\ . 

And wh\ is it im|)(>rtant? liccansc our business is connnnnieating 
uith peoph-. and this is llie electric spark, the di^ inc fire that makes 

I Ihink it is a fine thing thai ad\ ertisitig. after ils long drunken 
l()\c alTair with dizzying researeli facts and |)om|)ous marketing 
statistics, is returning to an appreciation of ereali\(>ness. l?ut let's 
remember that all we're really doing is veanirming ibe overwhelming 
importance .,f the giflcd. talented. truK inspired Iii(li\ idnal. ^ 
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FARM BOY TAKES BUGGY -RIDE! 

Today's definition of that word "Buggy" 
is a sporty Convertible. Our farmers, here 
in the Land of Milk and Money, are iden- 
tified chiefly by their fat billfolds. 

Here's a rich market of small cities and 
thousands of big dairy farms . . . 42% 
rural and 58% urban . . . where 1,350,000 
folks spend $1,750,000,000 in retail sales 
. . . more than 400,000 families enjoying 
Channel 2-CBS Television. 
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THE LAND 
OF MILK 
ANOlpNEY 
WBAY ch. 2 
GREEN BAY 





"Best Media Promotion" 



"Best Transportation Advertising" 




"Best Program Series" 



Speaking of 









"Best Single Program" 




"Best Lire Local Program" 
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"Best Spot Announce 




Awards . . . 



When the Wheeling Advertising Cluli 
reeently presented WWVA Radio with 
seven awards for outstanding pro- 
gramming, advertising, nnd promotion 
(a record number) . , . we were frankly 
pretty proud, 

Reeause this eherished honor reflects 
tremendous recognition in the com- 
munity, it indieates one reason why 
WWVA is first in every lime period from 
6 A.M. to midnight. 7 days a itreh, in 
46 surrounding counties, and dominates 
the vital half of the $6,000,000,000 
Pittsburgh Tri- State Market that other 
media don't effeetively eover. It shows, 
too, that Storer stations consider it im- 
portant to be local stations, as well as 
being known throughout the nation. 



"Far 



1 tlio local KC'ciie" 



presented by 
John Blair 



WWVA 



•Best Direct Mail 




> I Storei? jRaxiLo 
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Most significant tv and radio 

news of the week with interpretation 

in depth jor busy readers 



SPONSOR-SCOPE 



25 APRIL 1959 



PUBLICATION* INa 



Tv stations can look to a massive spurt of spot tv activity in June. 

A SPONSOR-SCOPE eheek this week among major spot agencies indieates: (1) earlier- 
than-usual wrapping up of network needs will make it possible for agencies to einhark on 
their fall tv spot buying in a few weeks, and (2) the magnitude of the business will be 
eonsiderably over that of the previous fall. 



Don't be surprised if ABC follows the CBS TV pattern and sets its official 
network option time block at night from 8 to 11 — whieh means moving it forward 
half an hour. 

However, also like CBS, ABC would go on programing the network from 
7:30 p.m. 

Under the broadeast law, a station ean't alloeate more than three hours by contract 
to a network in the morning, afternoon, or night, but there's nothing to prevent an 
afTiliate from aeeepting additional programing. 



The tendency among buyers to determine by their own formulas what a radio 
station's rate should be is showing up more and more. 

A Chieago rep last week rejected a radio buy in 10 major markets because the 
client tried to set the rate. 

The formula on whieh the rate was based: SI per-thousand-homes for six gross 
rating points per week. 

The same aeeount has evolved a prieing formula for tv, but as yet it hasn't tried to 
impose it when buying. The tv formula: $1.20 CPMH for as many rating points as 
the traffic wiU bear. 

(See prior item on radio buying taeties for skill in 18 April SPONSOR-SCOPE.) 

NBC-TV will put into efleet this fall something it dreamed up a year ago: Setting aside 
an hour on one evening of the week for specials exclusively. 

The period: Friday 8:30-9:30. The sponsors include Hallmark, Rexall, Timex, 
AT&T, Pontiae, Oldsmobile, and United iMotor-A/C Sparkplug. 

The fall buying and shopping pace among the Iv networks the past week 
was not quite so beetle as it had been in reeent weeks. But there were these developments: 

• General Foods renewed Danny Thomas, Ann Southern, and Deeember Bride on CBS. 

• Loretta Young shied away from the NBC Wednesday 10:30-11 p.m. niche, 
whieh P&G had deemed preferable to Sunday night. 



The three tv networks in February jointly grossed a tidy S18.9 million in 
lime sales, 9.5% better than the like month of 1958. 

The LNAR-BAR eonipiled Februan- billings by network as released via TvB this week: 

NETWORK 1959 1958 % INCREASE 

ABC TV S10,024,4C0 S 8,441,988 18.7% 

CBS TV 20,806,220 19,410,741 7.2 

NBC TV 18,036,964 16,785,315 7.5 

TOTAL S1S,867,6'14 $44,638,044 9.5% 
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If it weren't for the Middle West, this Mould have been a pretty mediocre new- 
bii8ine88 week for national spot tv. Here's why: 

As usual each year, the New York agencies these days are trying to figure out 
what's left — if anything — in the budgets ending 30 June. Often this account-balanc- 
ing unloosens funds for quick-spending, M-ith spot a favorite beneficiary. 

Spot tv activity out of Chicago the past week included: 

GENERAL MILLS: Upped its Surechamp Dog Food budget considerably in 35 markets 
\ ia Tatham Laird. 

CURTISS CANDY: Debuting in spot tv through Clinton E. Frank, using five Southern 
markets to test a new product. Miracle Ade, a soft drink. 

LEVER'S all: Daytime spots for 10 weeks in 20 or more markets via NL&B. 

FLORISTS' TELEGRAPH DEUVERY: A two-week push (KM&J) re Mother's 
D.iy in the top 40 markets of semi-saturation proportions, spread between dajtime and 
nighttime minutes. 

WRIGLEY: Back into tv via MeyerbofiE for 26 weeks. 

Among the placements posted out of Minneapolis: 

Gold Seal's Sizz (Campbell-Mithun) , a charcoal starter, in 50 markets, night minutes and 
chainbreaks adjacent to male-appeal show; and Hamni's Beer (same agency) in three heavy 
radio as well as tv flights on the West Coast, with the emphasis on the major summer holidays. 

\^Tiat is perhaps the ultimate in fractional unit sales for a tv network was reached 
this week by ABC TV: It offered a l/12th participation iu Diamond Head. 

Boiled down to a simple media equation, this would be a minute on alternate weeks 
in a 60-niinnte show which carries six commercial minutes. 

Heretofore llie lowest miit available was l/6th, or a minute every week in a 60- 
niinute program. 

An agricultural-products agency that has taken serious note of the tendency 
among farm-area stations to drop their farm directors is New Y'ork's Albert Sid- 
ney Noble. 

This agency, which is now using 106 radio stations and 26 tv stations, disclosed 
this week that whereas a high percentage of radio stations had a farm director there was 
but a smattering of such posts among the tv stations. 

Remarked a Noble executive: "If we decide that radio and tv are getting away from 
bona fide farm programing, we'll look around for some other effective use of the dollars." 

Incidentally, there'll be a $1,000 pot contributed by reps for the pitch thai 
farm directors will be making to New York agencies when they meet for their annual 
convention in that eity in June. The presentation will serve t\\o purposes: (1) tell an up- 
dated Blatisticnl story of the farm market, and (2) convey the new image of the farm 
<lircctor. 

Judging from the rritical newsprint attention it's already gained, the exit of the Voice 
of Firestone from ABC TV conhl develop into a hoi ooiilroversial issue. 

Firestone resented being asked to shift to a later Monday half-hour, but the network 
sa\s this is not tiie complete story. ABC TV's version is this: 

] I It advised Firestone that its eiu renl .Alonday 9 o'eloek spot wouhl not be guar- 
anteed for the fall if llic sponsor took a siiininer hiiitiis. The .Monday 10-10:30 period 
was olTercd ;is jii alternative. Firestone spiinn'cl the olTer. 

2) After an interval, Firestone reconsi<lered and said that 10 o'clock would be 
an ( [italjle. llo^^ever, by this time the sjuit had been sold to Liggett Mjers via McCann. 

3) ABC's next gesture was to offer 10:30-1 1. hut Fire-tone said that was too late. 
However, the expertation i.- thai, because of ronipetiti\e factors. Firestone will be 

back ill IV before very long. Probably via CaiiipbellEwald. 

(See 2 May .sponsor for article on whether sjxtusored eiilliiral and iiiforiiiulion 
shows shoiihl gel speeial consideration from the Iv networks.) 
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The bows were tied this week on NBC TV's bonanza from Texnro (Cnnnini;hani 
& Walsh)— <;.\cJii8ive siionsorBhip of the early <!venhip; iickh (luarter-liour. 
Cost of the package in time and talent comes to S7.5 million per annum. 

Here's another example of how lavishly Detroit will take to network tv thie fall: 
riynioiith is going to spend 8225,000 per w<M>k for the Steve Allen show (time 
and talent) as compared to S90,000 for the Lawrence Welk series this season. 



Because of the fact that it will have five expensive live hour shows five nights of 
the week, NBC TV figures it will have a hetter balanced schedule this fall. 

The live hours by night: Sunday, Dinah Shore; Monday, Steve Allen ; Tuesday, Ford's 
Tv Finest; Wednesday, Perry Come; Friday, multi-sponsored specials. 



If it meets with the approval of the tv networks, Trendex will soon he adding five 
markets to its present list of 20 rating cities. 

The newcomers, which the service thinks will improve the geographic and city-size spread: 
Pittsburgh, Peoria, Little Uock, Richmond, Va., and Tulsa. 



A speeial price for the summer has popped up at ABC TV. 

Between now and September, daytime quarters can he had al §7,000 for time and 
talent — a 40% discount. It's available to botii current advertisers and newcomers. 

Comparative note: A quarter-hour on CBS TV and NBC TV averages §24,000 
time and talent gross. 

Put General Foods down as an advertiser now pretty well dedicated to the 
"happy" shov. 

The networks lately have been told when pitching programs: "Don't talk to us about 
westerns" — the implication being that GF would inueh rather regale the folks with 
footl for laughter than with violenee. 

Puzzling side of this philosophy: Can GF, as a mass provider, reach the various facets 
of popular taste in entertainment by stieking predominantly to a single show type 
— situation comedy? 

Point to remember: There ean he a noteworthy differenee between audience coin- 
position and the persons in the family who selected the show. 

As a case in point, take the seleetor faetors for the following three situation come- 
dies based on the March Trendex for every 100 homes: 

PROGRAM MEN SELECTORS WOMEN SELECTORS LNDKR 18 SKLECTORS 

Father Knows Best 24.0 62.4 36.0 

Real McCoys 44.8 63.2 43.2 

Danny Thomas 35.2 55.2 40.8 

Note the marked men seleeti^^ty of Real MeCoys — evidently due to the fact that I he 
humor and characters in this show are far more robust than the other two. 

(Note also that figures total more than 100 because shows sometimes are select- 
ed by more than one person.) 
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Twenty advertibcrs aeeounted for 57% of all gross tv network time billings 
in 1958. The shares per network from this top 20 came out to CBS, U^;'c, NBC, 42% and 
ABC, 14^. 

Note how the bulk of the business for the following 20 leaders was about evenly distrib- 
uted between CBS TV and NBC TV: 



ADVERTISER 


TOTAL 


ABC TV 


CBS TV 


NBC TV 




(000) 


(000) 


(000) 


(000) 


P&G 


S50.639 


81,999 


821,579 


§27,061 


Colgate 


22,875 


427 


17,518 


4,912 


Lever 


21,958 


640 


8,829 


12,459 


General Foods 


20,733 


3,736 


11,543 


5,454 


General Motors 


20,593 


6,920 


2,502 


11,171 


American Home 


20,508 


J, 464 


15,183 


3,861 


Gillette 


16,132 


225 


3,799 


12,103 


Bristol-Myers 


16,073 


3,569 


8,248 


4,256 


R. J. Reynolds 


16,002 


2,969 


8,939 


4,094 


Chrysler 


14,341 


9,857 


3,023 


1,461 


Ford 


12.561 


67 


5,104 


7,390 


American Tobacco 


11,252 


407 


6,231 


4,614 


Liggett & Myers 


10,850 


1,238 


1,856 


7,756 


General Mills 


10,790 


5,429 


4,433 


928 


Kellogg 


10,291 


4,109 


6,182 




Pharmaceuticals 


10,174 




3,538 


6,636 


Sterling Drug 


9,920 




1,667 


8,253 


P. LoriUard 


9,791 


1,231 


4,928 


3,632 


Brown & Williamson 


8.251 


674 


7,033 


544 


National Dairy 


6,710 






6,710 


TOTAL 


S320,426 


844,961 


S142,135 


8133,330 



The Snnday 9-9:30 p.m. period was suddenly thrown open this week by ABC 
TV to advertisers with an aetion show. 

The network had been planning to go along this fall with Colt .45, but Beeeh-Nut has 
fleeted not to renew the western. 

American Maehine & Foundry evidently has come around to the view that a bowl- 
ing show may keep the bowling alley people hapj)y but that it doesn't pioneer niueh new 
territory. 

Hence AMF would prefer to sponbor something other than Bowling Stars (ABC 
TV) next season. 

Thinks AMF: It might be better to get a show that interests non-bowlers. With a 
bowling show, you're talking to yourself. 

(See story on experiences of bowling sponsors, page 36.) 

Cliieago reps themselves almost ran out of gas trying to quick-serviee the 
.$100,000 that Chrysler spent via Burnett for a weekend of radio spot to tell about its 
\ ictory in the IMohilgas Economy Kun. 

The rush to supply clearances was so hectic that reps often found, after rounding up 
availabilities, that another staticm in the market had got under the wire by a hair. 

When the exritemeiit died down, some of the reps figured — what with all the long- 
distance calls, not to say teletypes — they had lost money on the deal. 

For other news coverage in this issue, see Newsmaker of the Week, page 6; 
Spot Buys, page 50; News and Idea Wrap-Up, page 62; Washington Week, page 57; sponsor 
Hears, page CO; Tv and Radio Newsmakers, page 78; and Film-Scope, page 58. 
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A Subsidiary of Time, Incorporated 



The HOT SHOWS 






MACKENZIE'S 
RAIDERS 

starring RICHARD CARLSON 



VENTURE 

starring DANE CLARK 

introducing JOAN MARSHALL 



SEA HUNT 

Starring LLOYD BRIDGES 



HIGHWAY 
PATROL 

starring BRODERICK 
CRAWFORD 



RL£-1V WTVJ 

42.6^ 39.9; 



22.6 RATING 
BEATS Zane Grey Thea- 
ter, Perry Mason, Black 
Saddle, Playhouse 90. 
Lineup, Wyatt Earp and 



PHILADELPHIA 



42.6"^ 35.2; 



18.9 RATING 

BEATS People Are Funny, 
Lawrence Welk, Cimar- 
ron City, Desilu Play- 
house, Rawhide, Yancy 



SAN FRANCISCO 



, Ernie Ford, Wyatt 



22.0 RATING 



Funny, DesilL 



19.6 RATING 
BEATS GE Theatre, Thin 

Rawhide, Phil ' Silvers! 
Ed Sullivan and others. 



52.5" 55.6' 



51.2"^ 44.9' 



borne from ZIV! 



% 



34.4 RATING 



BATON ROUGE 



BIRMINGHAM 



49P 76.3? 1 57F 59.0: 



29.3 RATING 

BEATS Phil Silvers, 
Texan, Thin Man, Wyatt 



SOUTH BEND-ELKHART 

WSJV 

1% 



37.8? 324^" 42.P 55.2 



G. RAPIDS-KALAMAZOO 



38.8 RATING 

Fargo, December Bride, 
Perry Mason, Wagon 
Train, Peter Gunn and 



DAVENPORT-R. ISLAND 



D, Patti Page, Buckskin 



BEATS Ellery CJueen, Pat 
Boone, Arthur Murray 
Party, ' 



SAN DIEGO 

KFMB-TV 



53.8^ 40.0 



HANNIBAL -QUINCY 



53.6; 



SEATTLE -TACOMA 



45.3" 

29.2 RATING 
BEATS Peter Gunn, Perry 
Como, Alfred Hitchcock, 
Ernie Ford, Wells Fargo, 




RATINGS SHOWN ARE ARB, FEB. or MAR. "59 




^ 49th anc 
Madison 
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Post-midnight radio 

Xaturallv. we're liapj.v that WABCs 
••Hig J.u" K,.><-nffKl is in the fore- 
front of the case hi>t()ry story on post 
michnght radio, which was so well 
reported in your April 4. issue. But 
what got the tremendous mail and 
phone reaction for us is the fact that 
thi> .-tor) wasn't a puff for WABC. 
hut a real analysis of what makes the 
; hope others — 



hoth .>tation> ai 
i)enefit from this 



d adv* 



.■rs— will 
ount of 



Hen Hoherman 
general rnaitaper 
WABC 
Sew York 



325,000 WATTS 



GUARDIAN BLDG. • DETROIT 26, MICH. 



^our April 1th issue of spo.NSOR 
Magazine pro\es Joe Hosenfiehl has 
the right idea ahout post-midnight 
radio, and the Allegheny Countv 
Kand)!er dealers seem to agree whole- 
heartedK. I p nnlil April 6, KQV 
in I'iltsi.urgh has had a nou-spon- 
>ore.l all-night deejay. Jim McLaugh- 
lin, who goes under the pseudonym 
of "The \ll-.\it<' Satellite." 

The Hamhier dealers put their 
head> together and .lecided the low- 
hiidget way to make Pittsburgh more 
l{and)ler-eonM-ious was to ••orbit" 
with the \ll-Nite Satellite, and or- 
biting lhe\ are. Since April 6 they 
lune been riding high and reaping 
the benefit- of this fi-honr-a-night 
Idock-hu-ler campaign. 

We at K'QV are particularly i)roud 
I of haying the fir>t single sjjonsor for 

aroun.l l'itt>burgh. Ves. KQV feels 
Joe Hox-nfield and all the Hnmhler 
dealers haye the right idea ahout 
po-l-inidiiiglil radio. 

Ilerl. Ileiman 
rant. dir.. KQI' 
I'illshuriili 



I 
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■I April Morv on liailc) -Wngiicr 
lul its hi^t..r^• as a WW LI' advertiser 
fine sample of how case his- 
can ileinoiistrate the (lose re- 



Dtioiiships he 
1 a(Kertiser. 
-Mai 



1 tv station and 



ed ( 



; prais 



■ for the 
Udlinp 



.rohlei 
e rep 
.ften t, 



histori( 
trade journals o 
othint; hut jrlowinj 
artieular medium 

jes as a eure-all for a.u 
1. In thi> instance. Ii()\ve\er. 
Mting of the stor\ showed that 
•le\ ision — as indeed any other 
1— has to Use the trial and er- 
•thod before hitting on the 
l-ight eomhination for sales suc( e>s. 
It also sho\Nfd. I think, that adver- 
■inj; on tele\ ision is much more 
lian a matter of l)u\inp time. It 
showed that when an ad\ertiser has 
belief in the station people, as well as 
)n television itself, a successful cli- 
■mate for sales is hound to de\elop. 

Frank J. n(dierty. Jr. 
prarriolion manager 

(Spriufiftcld lldcsif:, Corp, 
Sprini^fichl, Mass. 



The \try air in the presto plnnt is waslud witli water pumped at 250 j;allons a 
minute from our own private well. The technici.ms who inspect each I'RESTO disc 
have been on the job for a minimum of 15 years, and have the keen eyes that insure 
perfection on a scale no mechanical equipment can match. Ask for prfsto when 
you order. Vou'U always know that your discs are PRrsTo perfect. 

N'-PRESTO CO., Paramus, New Jersey. A Division of The Siegler Corporation. 
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BALTIMORE? TULSA? 
DALLAS? 



"i 




NO, THIS IS "KNOE-LAND" 

(embracing industriol, progressive North Louisiana, South Arkansos, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

I'opiitaiion I,.-)2n,tnn nniR .Sales ? -10,3")r).n(10 



423,600 



sales 



2l<i,'>30.0<Mi 
dxhninlise S 1 l(>,7y.»,lM)0 
St.TOt.tfiO.OOO 't'olal Kclait sates st.2.'si,,2-).^»,(KKI 

$ 300.180.000 

KNOE-TV AVERAGES 79.406 SHARE OF AUDIENCE 

;r 1958 ARB wc average 79.-10o «* audience from Sign On to Sign Off 7 d 



g 363 » 



KNOE-T\ 

CIkuiucI S 
Monroe, Louisiana 



80Oo to 980o. 
J CBS 



lames A. Noe Statio 
Represented by 



2,5 .U'RII, 19.>9 




NO 
END 
IN 
SIGHT 

FOR "MY LITTLE 
MARGIE"... 
NOW IN ITS 

6 th 
RUN 



When you're aliend, you keep playing the same winner. Over 190 .stations 

liave had tremendous success with strip-programing. Fourth, 

fifth and si.xth run, "M.vhgie" has beaten leading network, syndicated 

and local shows. When you can't beat a top show. . . buy it. 

126 programs available. 

NO. 1 RATING. ..AND THERE'S NO END IN SIGHT. 

Xkw Oiu.e.\ns . . . 4:30 i'.m 22.1 . . . .3rd Run against American 

Bandstand, 12.4; Four Most Features, 8.1. 

lIor.sro.N-G.\i,\ i-:.SR)N . . . 6:00 p.m. . . . 26.6 . . . 3rd Run against World 
At Large Xew.sreel, S..5. Local Xeus ABC News, 5.0. 
N.xsnvn.i.K ... 1 :00 v.w. . . . 15.7 . . . 6th Run against Home 



Folks Playhouse, 5.6, Beat the Clock, 5 
A Roi.AM) Ri;i:n PnoDrcno.v 



2.5 W'hxsT 4.5ti 1 S n 



F 

A o: 



OFFICIAL FILMS, INC. 

\kwVork36. N. V. • PL \z.\7-01(H) 



Kn, 19.59 




KNOW 
WIS 
BEST' 



Recent qualitative survey 
made by the University of 
South Carolina's Marketing 
Division showed this remarkable 
superiority. 

Get the whole survey 
showing results in 
14 categories from 
your PGW Colonel. 

*91.9% of the housewives 
interviewed named WIS FIRST 
when asked to give call 
letters of Columbia Stations 
they could recall. 



UIIS 

COLUMBIA, S.C. 

NBC • 560 KC • 5000 WATTS 



C Richard Sholto, Exct Vice Prcsidcnl 
W, Frank Hordcn, Monaging Director 
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^^^l Timebuyers 
l^^jj at work 



Dorothy Classer, 



SI>().N.><01i, -'I loVO ill.,.,- 




minul.' sli«!(. pn'MMiCilioi 
At the .^l(,rk. of r 




Mail yiVfr\> \ou at tlie 




are jiisl al.oul able to 




drink liefoie the liphls 




. . . where ll.e fir.-l 14 s 


ides show 


the new factories 1 eiii<. 


buih in 


to«ii- ^aii.l one of the 


vvorking 


n.enV fure.-^ is familiar 1 




the station maiiagev at 


the scene 


of his new swinnniii!: 




aiul in #1.1 MlAile Man Tin> 


Toni rolls a mean han.l 


ige at the 


lied Cross for public s< 




where the sound is tni 


led up so 


von «oiri miss am of ll 
an.l the n.-w seamier an 





liel Z. Deulsch i. Co.. \ew York, tells 
ns to lunrh— and a 90- . 



where Happ% Dau the Moi 
.ial-j.nial-jovial . . . where 




mds lik.- I'eter Loire. Or ai 
.us? It's so hard to tell thron.iih llia 



s of the GlJOl) IVeii \waid 
the names of Tilanir sur- 
somid box baektiroinid . . . 



graphs show GOOD fir.-i in ;?.0()n qnarler ho 



;!.()()(). which is flood for a Dai 



Anita Wasserman, Lawrence C. Giiinbiniier \geney. ^ew ^ ork. 
feels thai station packajies need to be simplified and made reasmiahly 
uniform so that aihcrlisers and agencies can properh appraise their 
buys. -'I reali/e that often packages are coinplicaled because of the 
highh .-onipr-titiNe character of the business." \iiila says. "Hut this 
package situation has reached the 

army to figure accurately frequen- 
cy discouiils ;in(l to separate one 
package from the other. .And where 
does it end?" Anita thinks that 
'IM5 and K \1! arc the on!) ones 
who can correct this situation, and 
would like to see llicm establish 
standard pa.-kagcs for the indus- 
tr\. "Without determining rales 
Uu the stations." Anita says, 
-packages could be dex iscd that 
would give stations a range of ficpiencj' dis. ount> to choose fr.mi. 
Fixed pciTcntages would be eslablisbed for fixed frciuencies. In 
thai «a>. the a.bertisei couhl .piickl) d.-tenniue what he is buying 
in a package. Such imiformily and simplicity in packages. I feel, 
would be the only solution to this hopeless rale sui)erslructurc.'" 
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KEEP SUMMER SALES ypi 
JOIN SMART ADVERTISERS 
SELLING ON KETY 

OMAHA'S FAVORITE STATION ■ 

NUMBER ONE IN NIGHTTIME AUDIENCE 

More and more advertisers are realizing the impor- 
tance of keeping sales momentum throughout the 
year. In Omaha these advertisers are doing this with 
full minute commercials placed where most Omahans 
see them! 

HERE S WHAT KETV ADVERTISERS ARE BUYING: 

KETV. . . . 36.4 

Station B 31.0 

Station C 32.5 

ha Metro ARB, 6 P.M. to Midnight, Sunday through Saturday. 

Remember, too. Central Time Zone sets 
in use are the highest of any zone in the 
United States. 

(NTI average sets in use, all time zones, 
July-Aug., '58) 




another WJBK-TV FIRST 

in the nation's £~ 



market! 



Recent instiillation of its own and exclusive weather station 
atop its New Center area studios is another audience-building 
first for WJBK-TV— CBS's address for 1,900,000 television 
homes. Actual instrument readings arc on camera at the time 
of broadcast giving up-to-the-second, authoritative weather 
information to Detroit and southeastern Michigan. Viewers 
can keep current with the weather by watching WJBK-TV's 
6:25 PM and 11:15 weathercasts nightly. 

Strong programming balanced between CBS and outstand- 
ing local features, complete Video Tape and full color facili- 
ties, have made WJBK-TV Detroit's dominant station over 
its ten-year history. Represented by the Kat/. Agency. 

Storer Telexdsion "^z: 



"Fmiioi-Tjs on tlie local scene 

WJBK-TV 



CHANNEI. 




DETROIT 



WAOA-TV W8PO-TV WJW-T 
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liow media men 
I build prestige 
tin top agencies 

Merrliaiuliso your iiicdiii (Icpnrtiiiciit. s:iy 
•xoriilivos 111 Y«S:H. Coiiiptoii. OHM an«l olliers 

No>v promotion tnctics aiiiird to increase 
slaliire aiiioii<! cliriits and aiionry's o>\n staff 

One of tlie mt»l stnrtliiifi. >i>>iiifieant Imt Ica-t disnis-i'd 

.ronu.tion" HTorts hs a'fien.N depni tinent>. paiti.nlarlN 
lu-.lia. 

Time in tl,<- a\.-iage ajjen.y. «li<-n most m.-ilia 

lien were little more than >la\e.- anil >tati>tieian> for tlx- 
iccount -irou]). 

^o^^. l,o\sever. tliank> largeK to the j:r<,\sin- eom- 
|.Iexit> of air media hiuinfr. me.lia i> enu-r^in^ a^ a full- 
Hedged senior partner in aj:ene\ o])erati()n>. \nd, a> 
this has happened, more and more media department 
heads are acti\el\ ""sellinn" their activities to hoth elients 
aiul agene) per-onnel through a \ariel) of promotion 
teehnique>. 

Hiis vseek Sl'OXSOK talke<l ^^ilh me.lia higher-iip> at 
nundier of Top 20 ageneies. Tlun outline.! -onu- ..f 
the ua}s their me.lia eolleagues are pr.)m.)ting them-el\.'^ 
and their slafT.- . . . and why they're doing it. 

Sam FroN. media director at OgilNV, Ben,-on Mather. 
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CASK mSTOHV 



Tv bowling rolls 
up big appliance, 
auto, insurance 
sales — cheaply 

^ "^riiree fusr liixlorios prove family appeal 
of <riH)wiii<: isporl can move iiiereliaiulise, .sell 
iiilaii^iltles; proiiiolioiial slaiils adtl iiiipael 





MERCHANDISING is big plus in bowline 
shows. Champ Steve Nagy (r) helps sports 
caster Steve Shepard boost appliance sale 
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l.mf; n.:i(l I.) find a cMisiMcnl ^n\muc 
huMcv. ■•\\ <-\c Iri.-d ex (TV i)..-sil.l.- 
apiiroiu li In ii>iiif; coinnicrciul Icic- 

moif ( ()iisi.<lciil rc>|).)ii>c llian ain- 
llnnj; uc liic.I Lcfoiv.- In- 

llcvcV lu.^x liol iiM-s llic howliiii; 
for \u> llircc Omalin (.ullcts: 

I I I liidicnri' iiarlin'iKition. 'I'lic 
idciilificalioii of llic \ic\\ci whU llic 
Ix.ulcr leads I,, a lofiicnl fiiiimiick : 
I'm tlw lu.ulci to u„ik for the xic«(M. 
;;|HTifi(nlI\. k\IT\ has ^^ovk.•d out 
aM'cu.M r.'j.M>lr;ilion plan. Tlir x icu.-r 
fdls (.III a card li,- can ol-laiii 

onl\ al llic plarc of hiisincss of one 
of llic lliicc >i.oiisoi-=. Ilcic'^ iiou lilis 
Iraiiic l.iiildcr |>a\s ..IT for ilic home 
aiiiliciic-e: W hen a l.ov\lcr <;ets a liir- 
kc\ lliiree sirikcs in a vow) one 

If tlic l.ouler -lets his fourth strike, 
he uiiis S.J- and st. docs llie \icucr. 
In one ^^eck. L'.OnO rcpislrali..n cards 
were jiickcd u|. from llic three .-j.on- 
sor^. Tiie ISc.-l \,.|.lian.-c C... dis- 
IM-n>ed 721 of these: Service Life In- 
surance C... 906: I hilar Cii.-vr..Iei. 
37.1 

(2 1 Modes/ pr/res. The |.a\(.iil is 
iK.I a lnr<;c ilein (.ii a l.(.vvlinj: sIk.w 
until it pets into the iillrn-.-kill cale- 
'ror^. The dinner of .-ach fiame -:.-ts 
S2.1. ThcrcV an KCA coh.r tv set sit- 
lUji ar(.uiul at Best \i)i)liaiice fi.r the 
l...«Icr of n 700 scries or a 26.1 <;aiiie. 
For 2')-\\cpks, it sat arc.niid safely 
cnoii};h. Then one Siiiida\ night two 
l.oulcrs hit the sc(.re in the same 

time jiiit up a tr(.i.h\. And Ihiliie 
Chc\r(.lpt has an Inipala staiidinj; 
around in similar je(.pard\ f(.r a .100 
iianic. Twin Cit\ l!ov\I in Council 
Bluffs, where the i)r(.<:rain (.rigiiialcs. 
juits up ea.sh pri/.cs for .'^OO games. 

1 3) Commcrnals. Sl(.rc manaficr 
Gcndlcr d(.cs the e(.mmercials hiiii- 
.sclf. Ao ••I.o^^ling .-pccials" a.- such 
arc olTcrcd. hut there are i)leiit\ t.f 
indiieeiiients to {;ct peoj.lc t(. the store 
— personal a|i|>earancps liy to|) how !• 

tioii .scheme. Sa\s (»endler. "'W c de- 
\otc (.nc minute of our c-oiiimereinl 
time to tv set sales, the same t<. W hiri- 
pool washers. \\V jiractieally know 
in advance just what resjK.nse we'll 
get to an\ commercial. W e stdd .^.i.3 
tv .set.s, color and hlack-and-while 
comhined in the first 26 weeks of onr 
current s|.(.iisorshi|). Onr wasiier 
[Please turn to pa^e if.) 
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FACTS ON BOWLING'S TV STRIKE 

1. OVKH-ALL DliMKNSIONS: lluwlin.^ is approm-hinii 
}rrii-i()iiii(l status iritli the (id mil of (iir-( oiiditioiicd iiUr).s. 
TirciilY-tiio iiiillloii fdiis jxiiticliKilc in the sfiort, mi^s tin' 
■I iiici icdii Hoirliii^ doii-ii cs.s. Of tlirsc (iioinid 1 ' iiiHUnn 
nrr rcnistercl with llli: or U'lllC i:? iiiillimi men. I ' , mil- 
lion iromcii, pins n jew diildrni). Tliry roll on H3. ()()() lonrs 
in 8. 100 rstahlislnucnts. ,thniil 2.3";, of tlw lours or,- in tlir 
i\(>rtli('iist. 21";, in the East Criitnil region. 29' ,', //; W est 
Criilral. H'"o in the South, and I.H",', /// the Pad fir area. 

2. TN' AUDIKNCK: Therr is an almost rqnal malr-fe. 
male dii ision in the tr boirling andieuee. This is ri idenl in 
a Noreiiiher, 19.5K Sieheu hreahdown of the. audience, of 
AUG TV's Howling Star.-: 3.5";, mole, :il''c. female, 
teens. 18";, children. Interestingly, a year earlier, the com- 
position ivds .32";, male. .36*'o nonien. Ily territory. iXielsen 
shoirs the same program with an average andience of 8.1 in 
the East Central region. 7.1 in the iSdrthensl. 6.1 in the 
West Central, 5.0 in the Pacific area. 1.6 /// the. South. 

A. MAJlOn TKLKCASTS AM) SPONSORS: 

Howling Stiirs. APC TV. filmed. 26 ircchs; sponsor: Amcri- 
C(in Machine & Fonndr). Costs fur 26 shines: time. 
SI 12.000; prod., $275,000. ("57 reruns now in 8 markets). 
Clinmpioiiship Ikiwling. syndicated hour shuir. 176 markets. 
Arernge program nrid lime cost per market: $860. Typical 
spmiMns: Beer (Cnrling. Genesee, Honirn); grooming aids 
( Lanolin Pins, Vaseline) ; elcc. sharers (l\orclco. Snnhenni ) . 
Pliillies Jackpot Bowling. \BC TV. lice. Friday, [began 9 
Jnnnnry); i>pnnsor: linyuk Cigar Co.: cost per show: time, 
prod.: S 1.000; prizes: $4,000. (Follows Gillette Fights). 
BPAA AU-Star Finals, ABC TV. lire, 18 January (anniial) : 
sponsor: AMF; total cost: $99,000. 

World's Invitational Match Game Howling Champions, i\BC 
TV. lire. 12 December 19.58 {annual); sponsors: Gillette. 
Brunswick-Balkc-Colleuder; total cost: $110,000. 
Women's Major League Howling, iVBC TV, flmed, 26 
weeks: sponsor: Brunswick (alt.). Prod.: $10,000 per shoir. 

I. LOOVL PICTURE: Here are samples of how local, 
regional sponsors use Ir howling shoirs and nhal they pay: 
Live Howling, WNBQ. Chicago, Saturday. Time costs: 
S2.250. production, $1,750. prizes: $500. Sponsors: Peter 
Hand Brewery [Meisler Bran ). Cliieagolnnd Desoto Dealers. 
Howling Cham|)ions AU-Star Tournament. IVXYZ-TV, De- 
troit, Saturday. Total: $1,985 plus line charges to Saginoir. 
Grand Rapids. Lansing stations. Sponsor: Pfeifjer Brewing. 
Heat the Pro, KIIJ-TV. Los Angeles. Saturday. Time, pro- 
duction: S2.000. Prizes: $1,700. Sponsor: Fiesta Traiel. 
King Louie Howling. IVD/IF-TV. Kansas City, Siinda). 
Total cost: $800. Participating sponsorship. 




ARE RADIO'S 

DAYTIME SERIALS 
REALLY TIRED? 

^ CliS Radio v. p. Hatisinaii challenges admen, other 
nets and stations to forget old prejudices, look at facts 

^ Criticism of serials will win you <juick ai)i)lause, 
he says, hut the rating figures can nuike you a liar 



If \()u"i(> uiakiiij; a s])e('('li alxmt 
piojiianis to aliiiosi any <;n)iii) of 
radio slation men these days, liere 
are tud guaranteed safe sentences 
with which to end vour remarks: 

"In eh.sin- 1 am' eonfi(h'nt that all 
of \()n recof;nize the iir>:ent need for 
pro'f;rani cha.if:e. And 1 ain equalK 
confident jon will take forward and 
r(instructi\ c ste])s to r(M)rj;anize \onr 
projiraminj; so Hiat radio's nni(]ne 
capacit) to ser\e th(^ pnhlic will keep 
stc]) with our atomic aj;e.'" 

Just take a strong stand in favor 

and the mari-eatiii-.' shark) and you'll 
lea\c \our audience to the sound of 
api)lau>e. 

Such .-entinients are particular!) 
sah- if \on're taikiu-; ahout (hntime 
radio >erials. hecause they redeet 
almo>t e.\actl\ what ])roadeasters 
ihemseKcs have heen saving f,.r 
almost 20 \ears. 

These programs ha\e generated a 
uhole folk lore in the radi<, induMrv. 
IhcN'ie .-onnn.mlv descrihcd a- 
"tired.- old-fashioned." and ^in.li- 
ence Iomts". (,et rid of llieni and 



> the 



n.l ' 



■ la] 



mative 



I "l.ackwn 
'■horsc-a 



liul liefoic jumping on this popu- 
lar handwagou in faxor of change, 
most of ns would do vxell to take a 
hanl look at the performances ,.f 
the-e da\tinic shows. particularl\ in 
n-latioii to other hrograuiim!. 



Perliaps a eliaiige is indicated. Hut 
mayhe the thing to change is radio 
men's opinions, not the programs 

Daytime serials ha\p ne\er heen 
very ])opular with tlie rank and file 
of station operators. \\'h\ should 
tliev ])e? Hroadeasters don't listen to 
theiii. l-veii if they did. they wouldn't 
like the.ui. A station manager ean't 
point to tlieni with ])ride or discuss 
them with his friends at the Adver- 



tising or Sales lixeeutives Cluh. And 
he prohahly has trouhle selling a\ail- 
ahilities in them to local husinessiuen 
who consider serials nmch as he does. 

X(d)ody lias ever liked daytime 
serials exee])t the housewives and the 
hard-hoiled national advertisers. 

ReeentK another network, con- 
jeeturally in respon.se to afTdiate ])res- 
sures. got rid (jf its afternoon serials. 
And then rationalized the move in a 
press release saying. ''The eomjjlete 



HOW SEVEN CBS DAYTIME^SERIALS 



STATIONS 
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n cnst of >tais. has proved to 
have i^rciit iipjU'iil lo youniii'r lioiisr- 
n-s." { iliilics -iipplictl I 
Thr (.iil> ti,.i.l)lc tlii. >tiit<- 

riietit i> tlial it Just isn't so. 

Tin- .").!- mi II lite proiiiiiiii which lhat 
l\V(>ri< is i^ccpiiij; iiiid which it is 

formal, appeals ti> dIiIcf people. 
some 6'; of its total aiidieiiec is in 
the I!l lo ;n-)eai-ohl nge eatc-iory. 
To match 1. S. Iiousewife disli ilmtioii 
this fi-iiire shoiihl he I!J' ;. 

Aiul serials? The seven .hntime 
'serials in the CI!S Radio Networi^ 
schedule came onl witli an average of 
IV>''( . exactly parallelintr tlie disirihn- 
lioii of I'. S. housewives. \iid the 
CBS Radio .hntime serials had oidv 
5..5',' of their audience in famili.^ 
"no lionsewife'". compared with 

h really is a siiairie to lia\c opinion 

•londed l)\ facts, isn't it? 
It is no hreach of confidence to 

report tiiat network-alTiliate relations 
1 recent \ears have l)een sornetliing 
■ss than "ideal. The -rowth of tele- 
ision. the trehliiij: of the mind)er of 
icistiiig stations since the end of the 
ar. all have eontrihuted to smaller 

audiences for tiie a\era<;e station. 



The ■M.'rc fact that, ],^ and lai-e. sta- 
tion pn.fils have I.een jiood; that a<|. 
\eilisers have heen inailinj; then.- 
scKe- of radio's extra, .rdiriarv \alnes 
i> frcipieritK hrnslretl aside. \ri(l the 

.\ network, to jlistif) its cxistciK t^ 
recofiirizes that it must siipph its 
alliliatcs with progranrs which ha\e 
two main functions. The fir-t thing 
the iretwork programs must gi\e to 
the adlliate is a "soiin.l" which dif- 
ferentiates it from the a\erage iirde- 
peiidcnt station. \nd the second re- 
ipiirement is that the network pro- 
grams must he au.llrm r hailJrr.s ^ 
must hold an<li.-nces for the alTiliate. 
XetwDrk programs liav(> to compete 
successfully for amiienecs with .,ther 
network programs and those of the 
independent stations. 

The ipiestion of sound is terrihly 
important. Reeausc if the netv\ork 
alliliate can't .u>uml .lijjcn-nt from its 
independent lonipetition it might as 
well go independent. Once a station 
ovMier makes this decision he has, of 
course, the (piestionahle privilege of 
going out and competing with long- 
estahlished indies in his market. 

Xo one can quarrel with the fact 
that serials give this "sound dilTer- 
ence" to the alliliate carrying them. 



"Rnt it's the unniii -ound." \()n will 
hear a lot of alliliate- sav. I hen tliev 
go on to saN. "Nohodv listens to the 
.hntime s,-iials am more. Tin- .l.j.'s 
on the indcpend.'iils are h.-aling hell 
out of us when w caii\ the seiials." 

This is disturl.iug. if Iru.'. \gaiii. 
it jn-t doesn't happen to he so. 

Hy ,uul l„rpr, ihr ,luUunr mt.uIs 
do heller (iiiiiiiist llw indcpeiuleni 
eoinpeiiiioii llinn (diiin.st am oilier 
einneni of ihe nvrr„{ir ulf,lmle\ 
.u-l,ed„le. Vou can count on th.. fin- 
gers of a thi.'e-t..e<l sh.th the ea-cs 
where an alliliate's own lo.al pro- 
graming docs h.-tfr. ill relation to 
(•omi>etitioii. than do da\tiiiie seriaU. 

B.'low are the most 'recent I'nise 
reports for s.'ven maj,.r V. S. mar- 
kets. These are the mark. ts in whidi 
CHS Radio operates a station: Boston. 
Chi.ago. Los Aiig.des. \ew York, 
I'hila.lelphia. St. Louis, and San 
Francis, o. 

Ohvi.nisly. we at CBS Ra.lio have 
a spe.ial interest in thes.- markets. 
Rnt just as .)l)\ionsl\ these markets 
represent the t.)nghest .'.jiiiniuiiities 
in this .'ounlry f.)r any pr. (graining. 

All of these are maj.ir markets 
where, tlioreti.'all) . tastes sh.>uhl he 
{Article continued ne.xt i>tti:e\ 
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(■(ininiuiiitii'^. Ilic (1I>S Kiidio st;i- 
tioii- ill them coiniK-te \\itli any- 
uhcv froii. lo t«, 20 >t:iti()ns to 
main as :M, >tali(in> in \c\v York. 
\ii(l the (•(ini|)('titi()n to tlio C'ISS 
Haclio stations is i)Iciit\ ni'-'f;c(l. It 
inclii.l.'s otlicr network and izood 
innsic stations. \n.I. tonsili.-st of alL 
th.-s,. aiv markets in xslii.ii tlic oldest, 
hest-estalilished and sniartest run in- 
de|)endent .-tatioii.s operate stations 
Mi.h as WlIDll. WNKW. 

.^o it certaiiilx isn't doitif; serials 
ait\ favor to look at tlieir perforiii- 
anees in ihr.w markets. Let's see how 
the serials do in thes,. .sex en market.s. 

'I'he chart on pajjes .'Ui and P)7 
shows the se\en 10 and 1 .i-iiiiniite 
(hntiiiie serials and the markets in 
wh'ieh a CliS Itadio station carries 
them. It slio\\s. also, the number of 



iii^ to he lepoite.l in tli<- IVllse repoit 
for .'a.^h of these cities. 

If (lax time .serials ^^vn' first in 
e\erv instance, von would ha\e a 
total of f) firsts. Well. Mm don't 
have 1<) firsts. Von have onh .U firsts 
of ties for first out of a |)ossi'Me 10. 10 
sec<.iids, and the rest third or fourth. 

'I his is the l)o\ score for "indionie" 
listeiiiiif; to the du\ time serials. The 
-indioine" listener's are the lo-ical 
cu.stomers. hoth for the serials and 
the i)rodu( ts ad\ertised. lint, interest- 
in^d\ enori.uh. the serials do almost <is 
well u hen' you throw in the bonus of 
"oul-oj-home" listening. Their rank. 

competition of 10 to 30 stations— is 
eonsisteiitlv hij:h. 

On a nation wide l.asi.s the radio 
networks ha\e certainh jioiie in for 
their .share of experimeritin<;. The 
{I' lease turn to page 16 t 



If you're 



^ [loieV Caiin>l>ell.E» aid's 
(liai-y of a Iv spot iinisic track 
— how long audio lakes to do, 
what ihv production costs are 



r\ I)ig. new creati\e \()gue now 
(loweriiifr in t\ is the use of special 
music. Productions ranpin? from 10- j 
.second coiiinierciaks to full hour |)ro- 
jirams now boast of oripinal compo- 
sitions and recordiii-s rixalin? Holly- 
wood's h<-st. 

How coin|)licated i,s the ne\\ trend? 

To f;i\e \ou an idea. SI'O.NSOR has 
examined the da\ -da\ time and 
cost |)rol)lenis that arise in a typical 
music i)r()(hi(tion situation — the one- 
niinute film comnierciaL Here's the 

Client: Advertisinp: Council for Na- 
tional Safet\ Coniicil 

Apencr: Camphell-Ewald 

/Issigninent : Sound tracks for a se- 
ries of fonr spots 

liudiiet: S.'i.oOO for the audio 

There are fonr jihases to music 
production: (ll creative planning. 
(2l original com|)osttion. |3) orches- 
tration, and (-1-) recording. The 
whole i.roeess takes a week to 10 
da vs. 

in this case. Camphell-Kwald writ- 
er-|)roducei- Pete Miranda and agency 
musical director \iuiy Doyle started 
ofl with a |)lanniiig session uith Jim 
Kllis. president of Plandome Produc- 
tions, and his niiisic director. Saiiiiiiy 
S|)ear. It took two da\s to .screen 
films already produced, and to form 
a strateg) based on the comniunica- 
tioii image to be achie\ed. the audi- 
ence target to he reached, the jioints 
needing ninstcal accent, and lastly, 
Inns the budget would be distributed. 

Next. Sammy Spear tackled the 
actual job of composing the music 
needed to get across the pre-deter- 
inined .salo strategy. This step, the 
actual c()ni|)osition. \-aries from a 
da> to a week. Before the recording 

mnsical score on large sheets, then a 
cojixist transcribes the iii(li\ idual 
I)arts each musician will use. Scoring 



RANKING OF NET RADIO PROGRAIVIS 

NATIONAL NIELSEN-RATINGS 

Top 25 reguUrly-sciieduled sponsored network radio programs 
Rani based on higliest program segment or program unit* 
First repcH ^or March, 1959 
Nielsen total in-home audience 



Rank Program "ooo" 

1 Whispering Sireeis (Isi wk, .MTWF; 2d wk, TWF)...._ 1.385 

2 .News (.\1.F 2:00-2:05 p.m.) ._ _ 1.236 

3 .Ma Perkins .... _ _ _ 1.187 

4 New? (.M.P 10:10.05 am.) - _ 1.187 

5 Ripbl To Happiness (wkl F) _ _ _ 1.187 

6 Younp Dr. Malont _ _ 1,137 

7 Allan Jackson (Sal., 10-10:05 a.m.) _ 1.137 

8 .My True S1017 (10:05-10:15 a.m.; Isl wk. TWHiF; 2d wk, 

.M.F) „ __. _ _. _ ._ 1,137 

9 House Party (10:1510:30 a.m.; MWThF) 1,088 

10 .Metropolitan Optra _ _ _ 1,088 

n Second Mrs. Burton _ . _ 1,038 

12 .Monitor (10:05-10:15 a.m.; 1st wk, M) _ 1,038 

13 News (M-F 10:00-10:05 a.m.) _ 1,038 

14 Suspense (Sun., 5:.m:45 p.m.; 2d wk) 1,038 

15 Arthur Godfrey (9:50-10 a.m.; 1st wk, F) 1,038 

16 Ernie Kovacs (Sat., 8:45-8:50 p.m.) _ 1,038 

17 Romance Of Helen Trent ._ _ 989 

18 Robert Trout (Sun., 10-10:05 a.m.) 989 

19 Rusty Draper _ _ _ _ . . _ 989 

20 News (M.F 11-11:05 a.m.) 940 

21 Couple Next Door _ ._ _ . _ ._. __ 940 

22 Johnny Dollar (Sun., 5:20-5:25 p.m.: 2<l wk) _ 940 

23 Rohert Trout (Sun., 11.11:05 a.m.) _ _ 910 

24 News (.M-F 11-11:05 a.m.) _ _ 940 

25 Cahn Drake (10:30-10:45 a.m.; 1st wk, MTWTIi; 2d wk, 

MTTh _ 841 
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producing a musical commercial 
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Why Hallmark tv builds sales of 



^ Gret'ling card sponsor disproves 'mass appeal' 
theories witli hijjhest quality jirograius, soft sell eoj)y 

^ 10-year sales rise of low-cost seasonal items traced 
to Hall of Fame and FC&B's 700 artistic commercials 




^Vinong the flood of fan letters that 
follow ? ex er) Hallmark ffall of Fame 
there iinariahly are some written on 
Hallmark cards; and the sender writes, 
"See. We cared enough to send 
very best. ' That this will he 
peated after 28 April when Hallmark 
presents its last s])ecial of the season 
Ah. Wilderness, on MiC TV almos 
goes without sa)ing. 

Not ever) tv advertiser enjoys thf 
unique advantage of turning out £ 
product that can he fired hack as £ 
congratulation, hut then there is £ 
lot that is uni(]ue ahout Hallmark— 
especially the way it uses 90 minutes 
of t\ time about a half dozen times 
a \ ear to sell a line of products rang 
ing in price from lOc* to about : 
dollar. That such low-cost items sell 
in sufficient (]uaiitity to gross 
Hallmark an estimated SJiO million 
annually as a return on an advertis- 
ing budget of about S3 million (of 
which all hut about S^ 2 million is 
tvl is further evidence of Hallmark 

Behind the Hallmark operation is 
f.7-vear-.dd Jovce Hall who laid the 
Hallmark groundwork back in 1910 
with a post card jobber shop in Kan- 
sas r.itx and who now controls the 
whole empire. It is Hall's okay thai 
is needed on everv thing and his ow n 
fine taste that is reflected in every- 
thing from the most inexpensive 
greeting card design to a S350.000 
tv spectacular. Qualitv is indeed the 
Hallmark hallmark. 
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TIE-IN: Counter display on upcoming Hall ol Fame studied by FC&B team ( I fo r) John 
Rand, copy supervisor; Homer Heel, v. p. fv radio; Goodwin Alaril, v. p. accf. supervisor 



\ertising see 
ing which has been the agencx for 
Hallmark Card.-. Inc. for 16 vears— 
from the (la\s when the conipanv was 
still known as Hall Bros, hi the past 
eight \ears. this Chicago agencv has 
been res])()iisible for co])\ and pro- 
duction of some 700 l\ coiimier(-ials 
for llallinaik all entertaining, all 
soft sell, and all in impeccable taste. 

While the Hallmark nh.ius on XBC 
'\\ have been gathering accolades 
from the critics and public, the eom- 
nieicials within the -hows have been 
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$80 million 



romiii!. in for llicir ouii >luin' of 
praise. Mucli of llic fan mull iecci\.-(l 
iiflcr Hall oj Fame pi ...Inrtion^ >p(- 
cificallv appLinds llie ronnn.-iciaU. 
Paul .\iollo>. U nilic of llu- Chicuiio 
San Times (li'\ol('(l alino.-l an cntiic 
column to llic Ihillnuirk cDniincrcial-. 
sa\in{;. ". . . there is a iienlle arlislr> 
about these aih ertisenienls: Tlie\ 
make an impression without inlrud- 
inji into the ijrojjram. " 

These romnicrcials are the creation 
of a trio of Chieafio 1"C&H e\ecuti\es: 
John n. Hand. (•op\ supervisor: 
Homer 1 leek, vice president in charge 
of tv and ra.lio: Go.,d«in Alarik. 

John Ku'nd is a native Chica,!i()an. 
a World War 11 Amu Ca|.taiu ulio. 
hcfoic fioinp overseas, wrote, directed 
and euieeed the T.S. Hond show, lie 
came to I'C&H 12 >ears a^o. has l.een 
on the Hallmark account for eight. 
Besides writing all the Hallmark com- 
mercials, he also has written com- 
mercials for I'alitzcr I'rhe I'layhousp. 
Boh Hop,'. I'layhoa.ic 90. I'crry Como 
and Arthur Codjrey. hi writing the 
Hall oj Fame commercials. Hand fol- 
lows tlie thinking of Hallmark presi- 
dent Jovcc Hall who sums up his 
own view in these words: "1 want 
the commercials to he as entertain- 
ing as the show. I'm opjjosed to the 
■har<l seir liecause the people at home 

Homer Heck is the man respon^hh- 
for the i-roduelion of the connner- 
eials. Heck came to FC&li in V)7V>, 
as broadcast supervisor, was largely 
instrumental in developing the Hall 
oj Fame series of distingnisbcd s|)ec- 
taeulars. A graduate of the Tnivcr- 
sitv of Oklaiu.ma. Fleck directed his 
first radio show in Oklaiioma in 103), 
ran the whole radio gamut through 
writer, director, announcer, actor, 
program nninager and .-tation general 
manager. He went to .XHC in Chi- 
eago in 1912. remained for II vears 
b\ which time he had become' pro- 
duction iiianaircr for botli radio and 
television. 

When the written commercial is 
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\l.ril pi.xhi. tion .)f All. inUIenicss, 
f.ir .'xanii)le, will push car.ls f.)r 
Mollui'? l)a\. Gia.luati.m and Fa- 
lher"> Dari. 

The n.'M n.ilifRati..ii I.. .leal.T.- 
.•()in.'> a> ^()o^ as llie spt'cifi.- card 
liii.-> ha^.■ Ikvii s.lc.t.-.l f.ir a f..m- 
m.M-. ial. Hk'u Ihilhiuuk >al<>.s,.i.>ii in 
.'acli iTj.'i.)ii cull up.)ii tiu'ir d.-al.TS 
and show tlicin the exact . ar.ls i)r 
itcni> that will li.> pi.tnrc.l .)n l\ . 
'i iiis i> ah\a>> .l.)ne in pl.>iit> .)f time 
for d.^aler.- tn ..nler in tiie >t.).k 
ahca.i .if th.' telc. a.-t. Sine.- Hall of 
I'ame went .111 the air in 19.i5. an in- 
teie^tiuL' tiling has liap]).'nc.l in .-an! 
sal.- rali<.s: then (m', .,f cards s.dd 
w. r.' .^. iitiiiientai. 3.")' , liiiiii.<r.)us -a 
tteiul that has he.-n In n.iw coin- 
plct.'h i-.'\('rso<l. 

llailniark .•..nnn.'icial app.'ai is 
>laiit.'d tiiwar.l u.>ni.'n. since res.-arch 
ha-^ pr.n.'.l it is thcv «!.., are the 
.-ii.ipp.-rs fur gift uia])> and gre.-ting 
car. is. One ev.|)li..n was the pre- 
\aleiitine ^il.>« ulmse roininercials 
>h<.\\c.l men an.l h.ns at a card 
c.unter. llailniark ha>'h.iin.l thai the 
,-l..re traflic <,n the .hn f.dh.uing a 
Hall oj Fame \> trcnicn.l.ius with 
main .if th.' sli.i])pers a.tnall\ r.-- 
iM. nih.'ring the exa. t u.nding oi the 
-eitlitiieiit .in the cards >h<)\vn .in tv. 



Thus the iiilen>ive ]danning and 
creati.in that goes iiit.i each Hallmark 
c.iiiniier. ial d.ies jiay .dl. But this 
doesn't iie.es.-ariK mean that ever\ 
c.iiiim.'rcial g.i. s exaetl) as planned. 

A ii.itahle excejiti.in .iccurred last 
Ka.-ler when lleck and Kaii.l dreamed 
up a seasonal .'.inmiercial recjuiring 
til.; scr\ic.'s .if tw.i Faster hunnic». 
'llie two rallllit^ reliear.-.'d well and 
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.-.mality" was radio phih.s.ipher T.iny 
Vi'ons. Vi'on^ would read the senti- 
ment from a greeting card, then ask 
hi?- listeners to imagine they \vere 
turning the . ard .iver an.l lo. iking at 
the trademark on the hack. 

Said Fortune, "'S.ioii dealers began 
noticing tliat sliojijiers \\'ere .loing 
jii>t that at tlic rack.-. "It got w.irse 
after Hall went 011 TV,' one exasper- 
ated .lealer recalls. -Pciple were he- 
ginning to liclie\e it wasn't a greet- 
ing car.l unl.'>s it had that crown'." 

From the Tony H'ons Show, Hall- 
mark w.>nt on to use other radio 
shows — A'nr/i'o Reader's Digest and 
radio's Hallmark Hall oj Fame. \^'ith 
more than a decade .if jirofitable air 
ine.lia exjierieiice behind it. Hall- 
mark was more than willing to accept 
tv when it caine along. (Today, the 
company lo.iks forward eagerlj' to 
full saturation .if color t\ to .lis]ilay 
realisticalh their c.ih.rful line of 
products. I 

In 19.t1. the comjiain explored tv 
with an iiitcrvi.'w series on CBS TV 
starring Sarah Churchill. At Christ- 
mas of that year, it sponsored the 
Cian-Cai lo .Meiiotti opera. Amah and 
The MglU J'isilors on NBC TV— a 
special so successful that it has been 
repeate.l regnlarh. 

The \93^^■:>^ sea.-.m f.mnd Hall- 
mark with three specials on M5C TV, 
among them .Maurice Evans' per- 
hinnaiice of Hamlet. Meanwhile, the 
.■.iinpain had also been experiment- 
ing with half-hour and full hour tv 
dramas .111 Sunda) afternoons, but hy 
I9.').T came t.i the conclusion that the 
9()-minute li\e special was its par- 
ticular cu]) .if t.'a. 

In the first place, such s]iecials 
timed t.i c.iincidc with the seasonal 
p.'aks of greeting ear.l or party hnor 
sales is the i.leal marketing pattern. 
>.-.r,indly, the high .pialil)'" of dra- 
matic entertaiiiiiicnt jiack.'d into these 
9()-iititiute f.iiiuats .leliver a smash 
imjiact on tv's public, critics and on 
th.' Hallmark .lealers. and product 
id.■ntit^ with Hall of Fame runs ex- 
tr.-mclv high. 

llailniark ami F(\\B merchandise 
lh.-..> Hall oj Fame specials with the 
same g.uid taste that periiu-ates the 
.■iilir.- Hallmark opi-rathm. \ttra. ti\e 
.■.imiter disphns. usiiallj full col.n- 
and Ihiee-diiiieiisional amioim. iiig the 
iilicomiiig show, g.i .lilt to dealers. 
The . lalH.iaten.'ss.if tli.'s,-\aii.-s with 
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MORE IDEAS FOR SPOT RADIO 

This (iiliclc. oiilliiiiii^ a slalioii icpicsciitdtivc' s proposal 
for (I iK'ir .spot radio sales or^nnizalion. is one of a scrirs 
on urn' ideas for l)iiildiii<^ up iialiontil spot radio loliiiiir. 
Two iiioiillis aiio. spONSoii's six-part S3()0.()(M) I'lan For 
Spot Radio, sliiiiulalcd iiiurli d isciissioii, and coiiiiiicnl 
ill the iiidiislry. The forming of a Single Rate li^ciicv 
Coiiiiiiillf'c. rrporird in >i'o\-()ti. rasi iirir li^lil on a 
iiKijor spot radio prohlciii. Last irrch, the inarLctiiif,' 
r.p. of a iiKijor (idrrrtiscr made some provocative sn(i- 
i^estions in n stin'^in'^ article titled "The radio industry 
needs a spanhiii'^^.'' SI'onsoi! plans additional stories and 
articles designed to stimulate coiistriietive thinl:in<i and 
action ahoul nalional spot radio's future dev(dopinent. 



A $133,600 spot radio sales team 



^ Jack 31asla, N. Y. ropr<'M'nlaliv<', proposes now 
salos agency to promote spot medium <'x<-lusively 



by Jack Masia 

Pres. Jnct; Mnsia X: Co. tnc. 

.-pot radio needs now is a 
new sale^ concept the formation of 
a new orfranizatioii to sell national 
spot radio exclusively. 

Tlieie is today no single jrronp 
whose jol) is to sell spot radio, only 
spot radio and nothing hut spot radio. 

UAB has lieeii presenting radio's 
case. But KAH repiesents the entire 
radio medium network, local, na- 
tional and spot, ll cannot go to hat 
in recommending one form of radio 

A growing uumher of leprescnta- 
ti\es have heen making presentations 
on spot radio. Hut most of these are 
confined to the top .SO markets and 
emphasize the areas in which the rep- 
resentative"? stations are located. 

SRA is undertaking a series of 
luncheon presentations and tiade- 
paper advertising to sell spot. Hut 
SRA is not ecjuipped to devote its 
full time to the cause hecause of its 

Yet e\ery day. armies of lop sales 
executives from newspaper associa- 



tions, networks, tv and magazines are 
making presentations that are taking 
money away from radio spot. What 
is spot doing to get this mone\ hack? 

For every full-page ad in news- 
papers for gasoline, radio stations 
lose 2.3 to 50 announcements. For 
e\er> radio network sale 100 to .">00 
stations lose an a\erage of ahont 



•SIOO.OOO in nalional spot re\emie. 

As tins competition (■ontiMne> to 
toughen the onh anM^er for >pot is 
the formal ion of a wt-w -pot agency 
to he called. perhap> an.l 
.-talT.'.l l.y top >ale> executives, pres- 

The operations of lould he 

directed hy its preM.l. iit. a full-time 
,-alaried employee. He would report 

tors, a non->alaried group con-i-ting 
of hoth ladio station and representa- 
\ I'lcasc turn to jxiiic 17) 



HOW A NEW SPOT RADIO AGENCY 
MIGHT DERIVE ITS INCOME 

Kir>t 2.> ninrkols 60 .stations W $85 monthly $6t,200 year 

N.'M 2.> niiirk<-l> 10 stations di S-V. im.nlhlv $26,400 year 

.All olhcr iiiarkols 50 .■.lalioii> rt/ .«,r> monllily $21,000 year 

K.-prex-nlnliM-s 30 Oi variou- amount, $25,000 year 

Total .-Memher^liii) Ineome Si;?3.6()() xcailv 
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ORIGINALLY A FOOD FAD with special, limited dppedl, yogurt is now aiming ai man consumer markets. Dannon Milk Products uses 100% 
spot radio for consistency and impact in its principal market (New York) and Developmental market (Philadelphia) to promote snack, dessert uses 



Radio gets yogurt out of fad class 



^ ConsisU'ul spol s<"he«lulo <iives Daiiiioii 30% N. Y. sales 
iii<T<'iis(\ wi<]<', <-]iaiii <]islriliiili(iii for Phi]a<]r]p]iia <]<'liiil 



Jitnti Mcl/.-r.T. itr.-Md.Mil ..f DatuH.n 
Milk I'iikIucI.v (yojiurll. liko^ lo pitl 
a focii.s on llic markclitij: jjioltlcMiis of 
It'ts uniinic prodttcl 1)\ talking In \oit 
ll.^^^a^: 

Mnv.c.KH: \\ lien did yon cal a 
fraitkfiirlcr la.-l? 

Mi:-|/.(.i:i!: When did \ oit cal one 
l.ofon- Ihaiy 

^^s\MCI^: L.lV il,,, r four 

.Lns. 

Mnv.(,i:K: In oilier xnoi.K. y,xt 
lioii'l li\c on friHikfiirlci>. (nctt 
tlioiigli lln-\'ri' MippoM'd lo lie a f;rr:tl 
\riu-ii.-an -laplo. TlutlV oitr >ilua- 
lion, loo ouU more m.. Nol.odx i> 
^oin^' lo \\\o on \ot;iirl. llioiif-li iu 

Our i)rol)lcin i> lo jri-i ])(>oj)lc to ilittik 

a fraiikfiiiicr, '^oinclltin^ that's to 



l)p oalen fairlv rcfiularlv. llioufili not 
ne.-.-ssaril> cvi-ry .la\. and I,, -el thai 

DatmonV lalesl cirerlivc solution i>. 

Yojiurl. in case the cartoons and 
cotncdiatis' jokes of a fcv \ears a-:o 
Ihn-w ^u^, olT the track, is an cvorx- 
da> food in Kurope. (in I'.aikan c.n.t- 
trics. peasant- make vofiitrl incrcl\ 
U\ letting haclcrin in ihc air sellie on 
milk.) ^ho^ti.^ after tl..> Hirn of the 
cciilirr\. Mijiuri \\a< produced oti a 
comnicrcial l.a-is in Knrope. lint it 
uasn'l until l'JI2 thai Daniel Caras- 
so. M,n of the founder of ihc Dan.mc 
'lo'iurt Co. in Paris (largcsl \o^urt- 
niaker in the uorldl. and Joe Mel/- 
per. a Knropean indirslriaiist. found- 
ed Dannon Milk Troducls Inc.. in 
l.onjr Island C\u. lt> >alc- larnel: 
New York fitx. 



In tlie first )ears. sani))ling and 
denionslralions were all the SIO.OOO 
promotional l)udp:el would allow. The 
following; year, a eomhinalion of ra- 
dio and sniall newspaper ads ^va? 
lrie<l. "Uadio did to., goo.l a joh for 
us." savs Irwin Zlowe. president of 
the Zlowe Co.. iXew ^ ork a<renc\ . 'it 
pro\ided too larjie a ccnerage area 
for our (lislril)utiiui at that time." 

So Dannon cut hack lo newspapers 
alone and continued in this medium 
until 19.11. Aleamvhile. a hig step 
toward widening the appeal of the 
product was made 1)\ the addition of 
orarig(> Ihnnring. To eapilali/.e on it. 
Dannon hcgan using \\ as its sole 
medium in 1<).-,|. \l.rrcoNer. hy this 
lime \ogurl was starting to gel out of 
the pur(dy "kick" (das> into sonie- 
liiing nu)re .-(d>erl\ accepted. 

Fr.un 1'),t1..-,7 the .^lOO.OOO hndget 
limited Damuui to iia\linu> and 
fringe lime in spot l\. .Vcial shorl- 
Icrm campaigns in newspapers or 
radio supplenietitcd the t\ huys pri- 
maril\ lo gel that share of the market 
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^^lli.•h (Un tim.- tv caiin.,! ivn. li. 'I'll.- 

I. iul^ct jiiM could not Mistai.i im a.lc- 
(|iiatc :>chc(liil(- ill prime tv time. So 
Daiinon niatle an inijxn tant (iccision : 

Consist.-iic\ i;; uliat paNs oil. And 
ladi,, ran dc'liv.-r cnsisti-nrv clicap- 
h. lia.lio and tv ^^o^c paired for a 

«iiii<> in i<r>7. 'riicii in I').-,,".. S2:.().- 

()()() uas allocated to radio alone. A 
.^alc:^ increase of ;^()' , resnlte.i. I Dan- 
u(.n di.l a S,H million hardiness in o!!.) 

Last vcar also Dannon decid.-d to 
expand 'into the riiiladclphia market 

II. neking fonr yogurts alreadv in the 
market 1. The original \ew York me- 
dia strategy (a comhination of radio 
and ne\vspap(>rs) was tried, hut the 

■"So we deeided to pnt all our eggs 
in one hasket," says Zlowe, "dnplieat- 
ing the strategy that was paving oil 
for ns in \ew York: 100'; radio." 

Two months ago the concentrated 
radio campaign was kicked ofT. Hut 
it dilTered from the New York ver- 




JOE METZGER popularized yogurt in U.S.; 
his son Juan is now president of Dannon 




RADIO'S FIRST SPONSORS 

^ Broiuloasitiiig sii<><-t'.«i.s .-itorics oaiiio early as food rlieiits 
ill Sail Jose' moved into KQW profrraiii The Shopper's Guide 



I o a handful of broadcast veterans, 
the ahove pictnre may evoke mem- 
ories of a day when radio listeners 
tickled galena crystals with "cats 
whiskers.'' strained ears to hear 
throngh headphones. 

As direct descendant of KQW I the 
station pictured). KC^HS, San Fran- 
cisco, this year celehrates 50 vears of 
hroadcasting. KQW was hegnn in 
1909 hj the hite Charles I). Ilerrohl 
(a Stanford cla.-smate of Herhert 
Hoover I. was sohl in 1919 to CBS 
which moved its transmitter from San 
Jose to San Fraiiei.^eo and hecanie 
KCHS. In the process. KCHS in- 
herited three "firsts- first hroad- 
ca.-tiiig station in the world. fii>t hid> 
di.-k jockey, first radio commercial.- 
for food and general prodiiet.<. 

The latter were aired in 192.i h\ 
Herrold who programed Shopper's 
GinJe. personal I) delivered annonnc- 
meiits for I 1 departments of San 
Jo.-e's Central MarkvU 

Eight months later, all 1 i mer- 
chants were .-till with KQW (although 
they liad no contract.-) and siicce-s 

cero'.- Fish Market in two hours sold 
over 300 hroilers one morning fol- 



h)v\iiig sliort radio announcements, a 
300'; in.T(>ase over the same day the 
week liefore. Springer's Candy Store 
used a lOO-wonl aniiomieement (haily 
over a period of If) v\(>eks featuring 
Imperial Candy. Apparently the KQW 
signal was far-reaching; Springer 
heard from its .Seattle distrihntor that 

sales were I sted in 20 cities as a 

direct re-nlt of the radio ads. 

Within another year. Herrold he- 
gan adding new clients -ueh as eh. th- 
ing -tores, re-tanrants and cafeterias, 
heauty parlors, mechanical service-, 
real e-tate, hotels and resort-, hnlld- 

ices. He wn- a sharp nierchaiuliser 
with an eve for tie-iii-: -tudied the 
seasonal or holidav appeal of jirod- 
uet.- and tried to linild ( amjiaign- on 

Hefoie starting Sliopprr's Gnidc. 
Herrold checked Cornmerc.- Dept. on 
legalitv of using radio for a.ls. «as 
advise.l there «a- no lav^ again-t it 
hilt thev hoped h(> would he -topped. 

As for the KC:iiS claim to the fu.-t 
woman di.-k jo.kev. thi- wa- ller- 
roM's fir-t wife, who hv I')I3 wa- 
plaving rc.-ords over KQW on her 
Ullh- Ham I'roiiram. ^ 
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fi'alurt' 1) 


l..'.wliii{r 


-lirtws. 'lliat 




.e ex,..Mi. 


-iv i^ fllllluT ill 


istralctl 1>\ 
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. uhidi d'. 


liveis an 


ciitiiv rcnidlt' ill 


\^lin^; tel. 




. huliii,;; pii/cs) 1 


. a f,M,.l . 


.hctiscr 



f..r S.!()(). (It takes f.)nr ni.-n- t«., 

man - I.. <1<, tin- sli.m.l 

(Jii Ih.' .ith.M hail.!. -|).-(ta.iilar 
|)ri/c> natiiralU .-an li)]).. .'osts. F.ir 
("xaniid.". .111." of tlu- latest lioulinfr 

<i|)s a l>iaiid-ii.'\\ L.»s Aiijicli's h.iwliiig 
sli..u. 11,'nl the I'ro, .,11 kllJ-TV with 
nin.> l,..«lin- all.ns. throw inj; in an 
eiplit-.Un tri|) t.i \.'a|>uk-.) r.isting 
.>1.7(;() as w.-.-kl\ firan.l pi izc. Sam 
\h.l.'ns K\1!!C-'IV. Kansas Cit>, 
,sh.)« <;i\.-s a S2:)() diamond riiij,' 
(■v.M\ w.-ck t.i til.- la.K who makes a 
,-trik,-. i:ie\en I'.tr.ls have als., h.rn 
award.'d t.i .late ...1 llu- sli.,w. \ 
Ko.hest.'r fiuri.'r jiuts up a ><1.0()() 
mink st.d.- for a 30(1 panie winn.-r .)ii 
W'HOC-TVs hourd.nifi Slar lloiclini^. 

\n..ther sp..iis.,r to . i>k hig iimney 
.111 |)rizes was "Sational F.i.id Stores 
wh.Mi it was uiid.Twritiiif; Fred W.ilfs 
Lirr lionlini; .m WMtO. Cliieag... 
■lhe\ paid oil Iwi.'e .111 a SKUKK) 
jiriz.' f.ir a ,".()() f;aiii.'. 

Id.ivds .if Loii.l.)ii used to insure 
ajiain^t >1(K).(K)() jiavolfs for a I'M) 
t'ame. ll.iu.-ver. the premium is n.iw 
.^200 a u.-ek aii.l 11.1 .nu- has tak.-u 
.int a i).ili. \ lat.'h. ^ 



DAYTIME SERIALS 

iConr,! Iron, page 

tw.i .nlier iielw.irkv hoth in tin- ila\- 
tinie anil in tlu- nij;httinic- have h.-eii 
pe.-uliarl\ r.'spoiisive t.i the plea 

ent''. '1 li.'v have d.uie everv thing 
fr.iui li\e |)rograiiis with ree.irded 
niusie with p.-rsoiialities to lii h.iurs 

As regular iir.igraniing these .'fl.irts 
lune n.)t iiia.le a plaee for thenu-eh es 
in the li-t of radi.i's most ])opular 
pr.igraiiis. From tim.- to lime a sp.irts 
-p.vial sueh as a l{.ibiiis..n-Basili.. 
fight .ir Worhl Seri.vs hroadeasls. a 
-t.-re.ijih.ini.' t.'l.'vi-ion-radio siiiuil- 
easl for a I'.Trv Coino or Lawrenee 
W.dk sh.iw (/oM.lraw large audiences. 
[!ut ih.' eluiit on jiage .So tells the real 
,-t.ir\. 

This same chart shows what ra.lio 

Nielsen r.-ji.irt. In th.- listing of the 
2.5 laiL'.^st-audience jir.igranis in net- 
w.irk ra.lio. all s.-ven .if tlie CBS day- 
time s.'rial- are making a jilaee f.ir 
th.Miis.-lv.-s. \nd all of tli.-in are al. 
.ir .'his.- to. the iiiilli.iii-faiuily level. 
.^.1111.'. in." is sure to |)oint .nit lhal 



Selling the Scmntoii-Willies-BaiTe marliet 




CONTINENT STATION 



lli.'K- are ni..rc la.li.. s.-ls.i„.„-.,- in MASLA |,„.;,l.-,l i„ V.ik. I.iit a.l.lili.,n:il 

(he <la\linic lluiii ill llic .■MMtinfT. Vii.l \Cont\l from inii^,' l.'il M-i.,nnl ..lli.o .„nl.l I,.- ..prircl as 

dial liiis \> 111." ioas..ii for lli.- hii-o I'n.'s CMTiiliNO jxm s.-iiii.-l, N-l.-rlcd llie ..rfxaiii/alioii expanded, 

al.soliile aiKlieii.es I., llie seriak Tlli^ fr„in ain-iif; NSU iiieinl.ei>. N-SK u.,.iM iii.le|,. n,leiillv a^ 

is r<Tlainl\ lr\ie. ll<)ue\er. llie(la\- 1 iiiliall) . il w oiild co.-l alxiiil .Hd,- well a> in ((iiijiiiK li.ui uilli ii|>r<'- 

liiiie M-riais ^h()\Mi in {\\\^ rliarl are 000 a \ear lo operale \SK, uilli M-iitalive.s and s|ali(,iis lo lake -jiol'^ 

conipelin^. a-:aiii>l all oilier lypes ..f i e^ eiiiie' eoiniii- fr,.iii ni.-ini.er Ma- M..r> I,. a.Keili>eis and af-'ein io. 

..11(1 poin'l. Ihe dauinie serials e.m- MemI.eisli'ii) ral.-s .-liould I.e (!.•- oiiiinendalioiis. lv->',--{ inaikel line. 

.sisleiilK lune al.oiil .,iie-fiflli ..f all leniiine.l In niarkel .si/e. Slalion. in ii|.s Im-i .suIkmI i„ . lieuls. eondiiel 

the li.sleiiiii<; in llieir liiiK' |)erio(ls. llie fiisl 2r, niarkels sliould |)a\ a|)- |>reMMilati()ii> .sIidw iiij; llie a(K aiila;.'e- 

And lluil is a i-rellv f-'ood record. pioximaleK .Sil.'i iiioiillilv nol \ei v of radio ^l).)l o\er ( (,ni|.elili\ media 

None ,.f Ihis .snjraesls lhal dn> lime innrii uhen >on ron>i<lei' how innrli in lenn> of eo.sl. , o\era.L'<>, inij.ael 

.serials ean'l l>e done heller. A.s a an iiidi\idiial sialioii can <rain. Sla- and snecess .-loiies. 

nuiller of fael. a iniiiiher of iheni lion in llii' iieM 2.i luarkels could he For e\am|)le. w liii h ro>l> inor<> and 

lune heeii "iiiodenii/ed" hy hriiif-Miifr hilled al S.'i.'> monlhly. all olliers vTi i.-aelu- more home.s. men and ^^omeIl 

iiilo ihe slories a <;real iiinin of monlhly. a fnll-i)af;i' ad for a <.'as,)liiie in a 

loda\'s silualioiis. For jlalion re])re>iMilali\ (>. rali - lialoii Hoiifie newspjiper or .'i'l lo iO 

W'hal keeps ihem .so i)0|)iilar i> a >honld I.e delermined l.y lolal yearly radio .-jmls „n luo or nion- leadinj: 

.snhjecl which has heen Mealed leniilli- hilliiijr. I suggesl lhal re|)resenlali\ es slalioiisV Such (-omiielilive pilehe- 

iU l.\ researehei^ and .soci,d,.f:isi.s. 1 doing o\er .S.t inilli.m anuuallv jiav would I.e a pari ..f NSifs dailv. 

cerlainly doiri inlend lo add I., llie ni.nilliK for NSK menihe\>l.ip. .i2-week jol.. 

lileralnve on this siilijecl. The fad Tho^e (loiii<; .>2 lo .?5 miirK.u .S.'i.'i If nalional sp,ii radio is [,, con- 

remains lhal ihey d.. well, and lhal monlhU. and lliose iin.ler S2 million. liiiue lo <rrow. llien i« ihe \.'ar 

lhe\ are more jmpnlar lhan almoM .^.'^.i m..nllil> . of deci.Moii. I9.i0 i. ihe year for spui 

any olher >inj;le eleinenl in a iiel- Vssiiniinp: ihese ral<'.s, ii u ould lake lo laki- olT lis kid ph.xcs and shig ii 

work'.s schediih-- or in llie schedule milv l.SO sialions and 30 rej.re-enla- onl uilh ils coin|)cl ilors. I'X'i') could 

of iiK.st alliliale.s . arrvinf.' Ihem. li\e,s i„ \SK rolling. I See hox he ihe \ ear u hen .-pol c..mes ,.f a';.- 

If ihere is a moral I., ihis piece il ..n pafie 1.'^ f..r a hreakdown of p,.>H- with ihe formalion of ihi^ new or- 

niidil be: Doiri jii.M do somelhinp, hie income .s.,urces.) -lanizalion VSR- Valional Sj.ol l!a- 

sit stiU: ^ NSK ollice.s oiiginalK sh..uld I.e dio. ^ 



PRIME SALES TARGETS are formed by people with dollars to spend. Covering 16 counties in Northeastern Pennsylvania. 
WNEP-TV blankets an area populated by 1.4 million people who control $2.1 billion of effective buying income... 
spend $1.3 billion in retail sales. 

Further, the combined metropolitan market of Scranton and Wilkes-Barrc ranks as the third most important metro area in 
Pennsylvania. It's third in population. Third in effective buying income. Third in retail sales. And the combined 
Scranton-Wilkcs-Barre market has a higher effective buying income per household than many other U. S. metropolitan 
areas of comparable or larger size. 

Transmitting at 1 million watts... from the tallest tower. ..on the lowest channel... WNEP-TV now provides 
better service to its viewers than any other station in the market. With a 70% power boost scheduled for Spring 
of 1959 and new studios in the Fall, WNEP-TV becomes the most powerful station with the most modern f.icilities 
in Northeastern Pennsylvania. 

For details on the best TV availabilities in this prime all-UHF market, call Avery-Knodel. 



ABC • CHANNEL 16 • SCRANTON -WILKES-BARRE 



RADIO BASIC^/\PR.-MAY 

Facts & figures about radio today 

1. CURRENT RADIO DIMENSIONS 

Radio homes index Radio station index 



1 r 



Radio set index 



Set ^ 


1958 


1957 




95,400,000 


90,000,000 




37,200,000 


35,000,000 


Public 
places 


lO.OOO.OOO* 


10,000,000 


Total 


142,600,000 


135,000,000 











End of March 1959 






stations CPs not 




bidTinh^Hng 




1 3.311 1 123 




130 


Fm 


1 591. 1 HI 


1 1 


21 




End of March 1958 






1 3.229 1 88 




115 


Fm 


1 51(1 1 72 


!,.,„."LJ. 


11 












Radio set sales 










2 Months 


2 Months 


Type 


Feb. 1959 Feb. 1958 


1959 


1958 


Home 


474,888 120.005 


1,175,378 


954.705 


Aiilo 


420,052 268,115 


852,603 


618.124 


Total 


894,940 683.510 


2,027,981 


1,572.829 











2. CURRENT LISTENING PATTERNS 



Nielsen Auto-Plus during selected peak periods 



I -I •.;{() 

ISun.) 

;{-.■{ : 30 p. 111. 
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SCORE! 

If you are not pilino; up record sales points in San Die<i;(), you 
are just not tryin<2;. Here is the real bounce and action of 
America today! The 19th market. KFMB Radio is here to help 
call yoiu' shots. Nice people with music that paces the s\\'ift, 
chan<J^in<^ tempo. \'ariet>' pro<^rammin<j; for a \ariet\' of listen- 
ers. World news from CBS. Local tidin<i;s from the hometown 
reporters our fellow citizens turn to first — and belie\e. 
Lix'ing, buyino; and listenin<i; to KFMB Radio are the hio;(rcst 

jTrpart of Southern Cali- 



audiences in the better 
fornia. Don't sit on 
the h i s 1 1 e has 
ball with KFMB/^-' 




the sidelines — 
b 1 o w n . r a k e t h e 
Radio. Score now! 



KFMB RADIOm SAN DIEGO 



REPRESENTED BY EDWARD RETRY & CO., INC. 
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TOP MAN 

on the Totem Pole 




^ 25 



^SHOWS 

All On 

WREX-TV 



Rank Program 


Rating 


Station 


1. 


I've Got a Secret 


53.6 


WREX-TV 


2. 


The Millionaire 


53.1 


WREX-TV 


3. 


Program X 


52.2 


Sta. B 




Jack Benny 


50.2 


WREX-TV 


5! 


G. E. Theater 


49.8 


WREX-TV 


6. 


Father Knows Best 


49.4 


WREX-TV 


7. 


Gunsmoke 


48.8 


WREX-TV 


8. 


Lawrence Welk 


46.9 


WREX-TV 


9. 


Danny Thomas 


46.5 


WREX-TV 


10. 


Person to Person 


46.3 


WREX-TV 


11. 


State Trooper 


45.2 


WREX-TV 


12. 


The Lineup 


45.2 


WREX-TV 


13. 


Lassie 


44.8 


WREX-TV 


14. 


Playhouse 90 
Red Skelton 


44.5 


WREX-TV 


15. 


44.4 


WREX-TV 


16. 


Program X 


44.4 


Sta. B 


17. 


Have Gun, 








Will Travel 


43.5 


WREX-TV 


18. 


Bing Croshy 


43.2 


WREX-TV 


19. 


Decemlier Bride 


42.7 


WREX-TV 


20. 


What's My Line 


41.2 


WREX-TV 


21. 


Name That Tune 


41.2 


WREX-TV 


22. 


Disney Presents 


40.2 


WREX-TV 


23. 


Ed Sullivan 


40.2 


WREX-TV 


24. 


U. S. Marshal 


39.9 


WREX-TV 


25. 


Pat Boone 


39.5 


WREX-TV 




METROPOLITAN ROCKFORO / 




0cm 


Dnllrolmg AGAIN WREX-T 








National and regional buys 
I uork now or recently completed 



SPOT BUYS 



TV BUYS 



Esso Standard Oil Co., New ^ 

markets for its Atlas tires. 1"he 
Minute.v and eliaiiilireaks (liiriiij; 
fref|iieiicies (le|)eM(l ui)()n tlie market. The l)iiv 
Joe Graiula: the afieney is McCami-F.ricks..ii. 



iiiiig uj) -elieiiiile* in \arious 
■ek caini)ai<:ii starts 20 May. 



1^ S\ Goldis and 
Xeu- York. 



J. A. Folger & Co., kaii.-as Cit\. is entering sealtered markets for 
its eofTees. Tiie srhe(hile> start this month for six to eight ueeks, 
(ie|ieii(iinj; iiixiii tiic market. Minute aimouiieenieiits. both day and 
nijiiil slot.-, are lu iiif; used, uilii fre.jueneies \ar>ing. The hu>er is 
\1 i'uin.iali: the aj;ene> is CmminjihaMi \ Walsh. Inc.. \e«- York. 

Standard Brands, Inc., \ew York, i.- going into major markets 
with sehedidcs for its Instant Chase .Said.orn coflee. The schedules 
^lart 3 M;iy. run till the end of the \ ear. Minutes and ehaiiilireaks 
during nighttime periods are heing .--lotled: fie(|neneies dejiend upon 
the market. The huxers are Hob Li.ldel and llouard I'otter: the 
agenc) is Couipton Ad\erti?ing. Inc.. \e\\ York. 



Boyle-Midway, l)i\. of \meri 
is i)iei)aring a eanipaign in \ar 
eid.-. The l7-«.vk sdiedi.1 



Home I'roduets Corp.. Xew York, 
irious markets for its Hlaek Hag insecti- 
start li! Max. DaUinie 20-.seeond an- 
iionnccnients are being bought: freipieneies \ar\ from market to 
mark.-t. Th.- l)u>er is Mario Kireher: the agenrx is J. \\ alter 
Thomps.u. C.,.. Xeu ^ ork. 



RADIO BUYS 

Cities Service Co., .New York, is going into 
M-hednles to promote its .station dealers: di.-ti 
The six-week enmpaign .-tarts thi^ month. 1.1). ai 
ment^ during da\ time segment.- aie being used: 
iilH.n the market. The bir>er.- are Dan kane : 
the agenex is Islington Co.. Xew York. 



recpienoics depend 
d \larv Dowling: 



Ford Motor Co., l.im 
kiekiiig o(T a .-hort-lern 
thiee-«eek sehedul.'.- ^t 
being placed: frecpieru 
i- Kd Kob/.a: the ageii, 



)lnd-;d>eb\lei 
campaign in 
It I Ma>. M 
es xar) 'fi om 
^ is Ken\oii 



•nr\ l)i\.. Dearborn. .Mich., i^ 
top markets for it.- IuIm-I. The 
iiiiles during dajtime slot? aic 
market to market. The buyer 
I Krklmrdt, Xeu York. 



Cannon Mills, Inc., Xeu York, is preparing schedules in majoi 
markets for its Jime W liite ^ales. The campaign >larts 1 1 Max. runs 
foi four \xeeks. DaUiine and \xcekcnd minute annoimcenients are 
being purchased: fre(|iiencies depend iiijoii the market. The bin er i? 
J. C.nerlex Smith: agcnc) is X. \V. Axer Son. Inc.. 1 Miiladelphin. 
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0 those who live on air.."! 



In the last three decades advertisers and their agencies 
have spent billions of dollars on air. A lot of people 
lived on it. A lot of goods were moved. 

To those who live on air SPONSOR serves a function 
no other publication can match, for SPONSOR is 
the mo.st definitive study of air in the broadcast in- 
dustry. It is the news of air— the plans of air— the 
progress of air— the thoughts of air— the very life of 
air— delivered to you every week — 52 weeks a year. 

Most every man who's gotten anywhere in air reads 
SPONSOR. The man who wants to get there faster 
reads SPONSOR at /lo me— because the very chem- 
istry of broadcasting- the factors that make it move 




If you live on air— read SPONSOR at home. Read 
it on A time, li time or C time but make s 
frte time at home. At the price of onK SS a y 
can have 52 issues of this most nsejiil publicatioi 
the field at your side — to see, study, tear oir 
It's the best investment you'll ever make. Ortler 
home subscription today. 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



In a period of "promotion spectaculars", SPONSOR ASKS: 



Is ^^carnival" promotion good for 




With some stations using pub- 
licity ballyhoo to hypo listener- 
ship, broadcast people discuss 
the propriety of this approach. 

Elizabeth Griffith, Inner for 

llryan Iloiislon 

The nidi., ad pr..iii<.li..n uhkli is 
mioi (■ITc(li\c ln(la_\ i;- llie kind that 
if. iiilciiralcd willi iho prujirniii itself. 

In (iidcr to scciiit oiil llic hvA jkis- 
^iblc business for elierit.s Nxe like I.. 



Only u hen 
it is tied 
in u lth tin- 
pros^raniiiip, 



pi cjiuolidii !('( Iiiii(|ues thai ha\e 
proven elleeii\e uiihoiil dimming; 
liie i)r()<;rani's enlerlainnieiit vahie. 
\ii example of Mieh a proiiiolioii de- 
\iee ihat has llie iiiosi direel ai)pMeii- 
liiiii lo ihe jiarlieiihir needs of cerlain 
ad\erlisers is ihe popniar niohile iiiiil. 
u.sed lo inler\ieu pe..])le on ihe spol. 
There are few ])laees \vhere ihe 
mobile iniil doesn"t j;., loda>. I'oi 
instance, siiiierniarkels. Iiiler\ iews 
nsiialK don'l take place on ihe week- 
ends when slore Irallie is heax\ l.nt 

KmkI t ■cur in ihe middle of llie 

«eck. The presence of llie local radio 
peisonaliu in llie sujiei inarkel llien 
Iiolh p<Mierales Irallie and pro\ ides 
lap.>(l inleniews lo he u.scd on the 
air in fnuire i.ro<;inms. 

Much of Ihe andieiMC promotion 
lhal a iinmlier of radio stalioiis 
ihiongh.ml theeonnli-N Inue inilialed 
o\er ihe pa.sl six iiionllis or a \ear is 
aimed al IccMa^cis. .N.me of lhes,> 
■■recoid ehihs" lune drawn a fiood 
lesponse an<l aie parlicnhirh suilahle 
lo Ihe a.lvcrliM.i anxious 'lo reach 
lliis scgnienl of ihe poi)nlalion. 

It mifilil he u.sefnl lo M-e .some 



pnrlicipatioii. since this is the audi- 
ence lhal the parkaped goods adver- 
li.scr is mosi concerned with, such as 
llie su]iermarkei iiilerviews. A stand- 
ard audience i^romotion de\'ice that 
does slir up some interest is the 



of 



lo; 



hut 



progra 

there inav I.e room here for s,.me 
more imaginative lechni(]ues. 

Newsi)ain'rs ha\-e long used such 
stunts as contests to huild their own 
circulation. While it is .lesirahic for 
a medium to expend elfort for circu- 
lation i)urp()ses. i)romotion stunts oc- 
casioiialh get out of hand. 

The ageiic\ m(>dia Iniycr exalu- 
ating a .=latioii for his client is still 
far more concerned with programing 
content, ratings, audience comi)()si- 
lioii and the slal ion's over-all position 
in ihe market. It is usualK when the 
programing content and promotion 
are eomhined that the results arc 
most elfecti\e. If the station also uses 

and uses jndiciousl\ audience 
promotion stums to liuild its circu- 
lation, this hecomes an additional 
factor in its fax or. lint it cannot lake 
the place of the four basic coiisid.M-a- 



Jeremy D. Sprague, «■■>■>'- mi-tlia 

supvr.. (:„nmnf:!u,m S: Wahh. hi,.. \. ). 

\d\ertiscrs purchase a medium in 
order to d.dixcr a message to an au- 
dien.e. lUiilding and holding ciren- 
lation is iherefoie a major problem 
of all media, and audience proinolion 
coiiseciuentK hecomes of prime iin- 

lield of hmnan endeavor, there are 
often excesses. 

r.cfoie we start lo pi. k ..n ni.li.i. 
I.t's rein. inh.M- that an.li.^mv prom..- 
ti.ni ■•gimmi.ks" have alua\s been 

an.l crossu.)r.l 'pi'zzl'---- Maga/.iiics 
.lifer amazing (lis.-.)iints for "trial" 
subs.Tiptions. The old Liberty ns.-d 
to s.'dn.e \.)Uiig boys int.) iM'.I.Hing 
their papers with th.> promise of .-arn- 



cl.)se). The result is lhal the .section 
.if the ARC reports dealing w ith how- 
circulation is obtained is one of the 
ni.)st im])orlaiil: circulation which is 
not entirely "voluntary'" is naturally 
susp.'ct on lb.' basis .)f reader-listener 

Hadio stations too. ha\e done their 
share of promoting, and in toda\ s 
w orld .)f dog-eat -Nielsen, the fight is 
really on. The ginniiicks used by ra- 
dio have grown from the simple 
"call-in" by which a listener could 
win the right 1.) have his name broad- 
ca.st t.) elalujrale contests, treasure 
hunts, luckv license jdat.-s. and disk 
jockcNs who can slay awake h.ngc 
tluiii a tim.'huyer at a station part\-. 

Is this good? Well, some of' the 



icks a 



Ud .SOI 



ttccoinpU.'ih 
^ood results 



jiist plain silK. and s.nne are i 
hacked np b\ g.i.xl programing. And 
w.irst .>f all. some are oii.lucted .inly 
(hiring rating w.-k! rnf.irtunatcly. 
as always. \U,- few really ba.l exam- 
ples hog m.isl .)f ih.- pnhlieit\. 

Tor the most part, stati.ins are 
iisimi h.-ahhx imagination and inge- 
mu^^ in an attempt lo huil.l and h.il.l 
audieiic.-s. with the d.-sire lo bee.) 
a better a.herti.sing \ chicle. 



Arthur M. Tolchin, nrc prcwlenl ami 

(lurcior. iruau. ^<■H■ l.-rA- 

Th.-re is .piite a dilfei-ciice belw.-en 
"carnixal" proin.iti..n de\ ices an.l 
show mansliip in go.). I taste to in- 
crease lisleiiershi]). Cli.-ap gimmicks 
will not nttra.-t a (•.)nsisteiit audi- 
en.M-. The (hn of the (lagp..le siller 
is ox.'i ami lik.- most oilier lea.ling 
stations thr.)Ughout the ouiilry. 



2.5 .M'UII. 19.19 



radio? 



tr\ to cmplciy piililiritx tli; 
inatixe !i()|)lii:<ticatc(l. 

It is fiimUimcntnl in \VM(;.MV 
tlrinkinj; that li>l(Mu'r and |)nl)lic 




ami i<-s|.(.n>.il.ilit\. It is similar!) 
axioinalir tiiat llic a(l\ crtiser is iMi- 
titled lo I'lijo) results from his ex- 
peiidiliires over our slation. C()n>tant 
attention and .-uixm n ision. a^ well as 



l.il 



of e 



al.ilitN 



.-CSS. i-- exerciseil at all times to pre 
%ide a prop.-r halanee. 

A \ast ainoiint of |)romotion. |)nl) 
lieitv and exploitatifin has heeri eni 
|)lo\ed in ne\\ s|)apers. hns and ea 
eards. hillhoards. three she -l poster- 
an.l on-the-air lo l.rin? WMCM V 
the alleiition of new li>lener- a> wcl 
as ke?pin!i our regular li>teners in 
formed and a|)|)re 



and . 



n.lin 



We ha^ 



en.,.l. 



■iods of 



llie |)aM three \ears. foi 
26 aiul 39 NNeeks. the famous ^erie^ 
of Xarnc It and C.lu'ni It ou-lhe-air 
contests, a eontest wliirh (le|)ends 
upon the listeners emplo\in<r their 
knowie.l-e ami inlelliaiem-e; ami ^^ilh- 
out luck l.pini: a faMor. Il uas noi 
unusual t-. rec<'i\e ."().()()() lo ilO.dOO 
.■ntries weeklx. 

Rccenll). ihe I'eter Tripi) sleej) 
(le|)ri\alion experimenl. held in con- 
junrliou wilh the Armeil S?r\ices and 
the March of Dimes, was in>trunieiilal 
in pro\iilinp all eoiicertied (uie of the 
finest jinhlie r(dations results e\er 

These |)r()motions lui\e heeii show- 
man>hip with a (lair — without slej)- 
|)ing into that area of tawdry halK- 
hoo. \nd lhe\ ha\e accomplished 
our ohjectives.' ^ 



WCSH-TV 6 



Portland, Maine 




Now NBC Chimes 
a Maine duet to 
the tune of V/i billion 

That s the combined cfTectivc buying income 
of Maine's two major markets — Portland and 
Bangor. And now i\BC cover.s them best over 
\VC'SH-T\', Portland and WLBZ-TW Bangor's 
new i\BC outlet. 

And remember you save an extra 5% when 
you purchase matching spot .schedules on both 
stations. 

Your Weed VV Man has the full story on 
both markets. 

A UAlUr WCSH-TV (6)-Pomand 
A MAINE ^^^^^ (2)_Bangor 
BROADCASTING SYSTEM WCSH Radlo-Portland 
WLBZ-Radio— Bangor 
WRDO-Radio-Augusia 



STATION 
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Capsule case histories of successful 
local and regional television campaigns 



DRY CLEANING 

Sl'ONSOH. Kniii- O.nipaiiy \(.KN< 1 : Dnot 

Capsule case history: Ki;ius. ;i drj cleaning (.jx ra- 

li..n -if M.'mphis, Tcnn., lias four >(■;■■> .-uilhale.! llie "Var- 
riajic Iradc. and cinpliaj-izcd dt'li\('r\ and ]iirk-up ?er\ice. 
riicir (l('li\t i\ men wear while t'a])s. and lia\ e hvvn jim- 
in..l.'.l a> llic - Wliil.' Caj) Men.- Ailliou-li Krau> ha> used 
\arions media to pronnile its .s('r\ie(' for a nunil)er of years-. 
llie\ tnrned lo lelc'\ ision only reeenlly. " \fler we started 
our first telecast of I'nion Pacific on W IlliQ-TX' we soon 
noticed its impact on our sales.'" stated Jerry Daleke. .sales 
nianaiier of tlic dr\ cleaner. Prior to using tv. Kraus 
noticed that lelcplionc rails had hccn oil. IVople ^^ere not 
••ailing at the same rale a> the year hefore. "Sinre our cam- 
paign l..-an on W IIHQ-TV. tel.-phone .-ails have increased 
h> nearl> fidOO."" Daleke continued. -Tiiis means that the 
Kraus \\ hitc (^ap mm are g<'tting into more homes than ever 
h.-fore." .So p|,.;,„-,i was Kraus hy th.- dire.-t sal.'.s r.'snlts 
from t\ thai the\ plan to amplif\ their present s<-lie(]ule. 
\\III!Q--|\, MiMiiphi- .^|mn..„>li;,, 



NEW CAR DEALER 

.■^I'ONSOK: Ki:yni.l.l> S S.-ilor HamWer M\y.SV\: .«ian Warner 
.Vdvcrtising 

Capsule case history: A Hamhier dealer was so delnged 
«ith crowds after sponsorshi]! of the Early Late Show on 
KT\'U. San Francisco, that he ])ra\ed for rain to kee]) some 
of the overwhelming throngs awa\. The Saturday following 
the first tv a.lvcrtising l.y the Kcn nolds Seiler dealersliip 
was a rainy da\. hut i)artners Robert Ke\ nolds and Harry 
Seiler estimated that more than oOO ])eople came hy. as a 
direct result of ihe KTVV advertising. "Thank heavens for 
the rain it kept some of the crowd away." remarked 
Reynolds. Reynolds further rejxirts that in th.- 10 days 
following, some 2f) unit.- wen' moved: and that many of the 
remaining i-rosjieels are .-til! considered "hot." "We 
checked each sale closel). and pro\ed to our satisfaction that 
KTVU sold the.se automoliile.-." staled Rej nolds. The Ram- 
hler d.'aler sponsors the fir.-l half of the feature mox ie— 
which is presented from 10:l,i p.m. to conclusion — each 
Friday night. The a.Kertiser is ihoroughl) .-ol.l on tehn ision. 
KTVl'. Sail KraiuiM o Program 



RUG & CARPET CLEANERS 

Sl'ONSOl!: Muinan Hug & l.in.,l,-i„n Co. \GE.\0 : Bfn-rl 

Capsule case history: The Muriian Hug and Linoleum Co., 
a ni.'diuin-si/c,l n-lail store of Omaha. Xel... devoted its 
entire ad\erlising Imdget to iie«spa])er for the past five 
>eais. In March 19.19 lli.') decided to gi\ e tv a trial: K'FTV 
receixcd hrVi of its total hndgct wliih- the newspaiier got 

.).')'< . The one- ilh l\ cani])aign consisted of .SO 10-second 

si)ol-. KOS. of «liich 12 ran het^een 7 and 9:;i0 p.m. The 

total per. enlage of l.usinc.-s inciea.se of the lli-long cam- 

jiaigii. l.oth new.-imper ami tv. was TOO' . Of this, however. 
Miiinan attrihuted 90',' to KK'YX ami 10' to the ii.'ws- 
pa])er. ("ustomcrs \\cr<- asked where ihej learned nlxjut 
Mnrnan. Miic out of 10 ivplied. ' on tv". KFTV was the 
oiiK lcle\ i.-ion u-ed in this campaign. "Il has hccn pro\en 
to ns that our most sucrc-sful ad\crtising campaign lo date 
has l.e.Mi onr scliednh' on KFTV." slated Charles Mnrnan. 
the -tone's iiwiKT. "We jilaii to stay on for several monliis 
Willi .-iinilar .-cliednles on the station tlirouglloul lll<- <la>.'" 
Kl-rrV, Omaha \nnnni., .■iiionl- 



LUMBER & BLDG. MATERIAL 

.sPONSOH: KrlM-y & Fr>-,-iuan Kunili.r Co. AGE.NCY: Direct 

Capsule case history: The Kelse\ ^ Freeman Lumher Co., 
a large Toledo firm which r<-tails himl.er an<l a variety of 
huilding su])plies niid ecpiijinient. held a "Hiiiiding Materials 
lvx])()silioir' as a large-scale husiiiess huilding promotion. 
I'laimed as n one-coinpan\ trade; fair, ihe "Huilding Male- 
rials Fxposition" exhil.ited a \*i.lc selection of huilding 
materials and hardware — all the necessary components to 
hiiild an entire house. In order to assure sullicieiit crowds 
atteiuling the displays. Kelsey Freeman turned to televi- 
sion and phnv.! a schedule on \VTOL-T\'. Toledo. "To say 
that our 'Building Materials l]x])osition" was a great suc- 
ce-s is putting it niihiiy." state.l Walter Delirock. an oflieial 
of the liind)er compaii}-. "Our eoinpaiu iie\ er has had such 
a .-i)lendi.l respon.-e n.ner hefor.- Inne we had such crowds, 
all interested in huilding materials, ranging from a new door 
lock to a coni])lete house." K & F gi\es t\ complete credit 
for the promotion's siicce.-.-. and they plan to nse it again. 
WTOI^TV, Tolr.lo .Vnnoiiiicenients 
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"Me an' J.K. 



is just like this!" WJAR-TV not only has a corner on quality feature films in the Providence 
market, but also exposes them with rare showmanship. Morning and afternoon films, for example, 
are emceed daily by personable Jay Kroll who asks viewers to write and tell him what they would 
like to see, then waits for the mailman to clue him 
on local tastes. Between "acts", Jay interviews 
visitingcelebrities.and leadersof localand national 
civic groups. ''The Jay Kroll Show" another 
good reason why WJAR-T\^ has won the TV heart 
of the Providence iMarket. 



10th Anniversary of CHANNEL 10 

^WJAR-TV 



NBC • ABC . Represented 



Cock-of-the 

Edward 



Ik in the PROVIDENCE MARKET 
Petry & Co., Inc. 




IF hat's happening in U. S. Covrrnmenl 
that affects sponsors, agencUs, stations 



WASHINGTON WEEK 



25 APRIL 1959 The FCC, Hliich bac-kpedaled under pressure on pay-tv, has now 8urrcnderr(l 

c««>riiiit i*M jui vlif booster stations also: To some extent, tlie Commission lias deri<letl to re- 
•PONMR verse itself on eomnninity antenna tv systems (CATV). 

The Commission \vill not only license vhf boosters, but it has asked Congress to change 
the law which does not now permit licensing of any facility built without a construction permit. 

Rep. Oren Harris (D., Ark.) and Sen. Warren Magiiuson (D., Wash.), chairmen of the re- 
spective Commerce Commitees which consider such legislation, immediately introduced bills to 
that effect. 

The Commission did make some reservations. It doesn't want any boosters on channels 4 
and 5 where they might interfere with public safety and aeronautical services. It doesn't want 
boosters to rebroadcast on the same channels as the originating stations to avoid interference. 
Rut it does want ver)' low power, and it asks that tlie booster have tlie eonsent of tlie 
originating station. 



May 4 has hecn set 
to defend their prograi 



E down to Washington 



the day for network officials to e 
ig practices. 

The most serious charge in the FCC programing hearings about to start is that the net- 
works refuse prime time to programs in which they don't have an interest. FCC chief hearing 
examiner James D. Cunningham will listen to uhat they have to say. 



As foreeast on tliis page from time to time, the House Conimcree Legislative 
Oversight subeommitee has no immediate intention of getting baek to probes of 
the FCC. Nor of additional eontested tv oases. 

This much was made clear as chairman Oren Harris hired new staff members to replace 
departed ones, and as a tentative agenda was decided upon. Other agencies will take at least 
the early brunt, with any return to the FCC even at a later date probably dependent more upon 
what a new rival Senate Judieiary subeommittec might do along lines of creating 
headlines. 

Nor does the Harris commitee propose to work for any deep changes in the FCC. First 
work, in fact, will probably be on the comparatively mild Harris bill which merely provides 
penalties for ofl-the-record presentations to Commissioners, as well as for commissioners who 
listen. 



Uosel II. Hyde, vvlio lias been an FCC comniissioiier since 1916, an FCC eiii- 
l)Ioyec since the FCC v^as fonnded, ehairmaii from April 1953 to October 1951, 
and with the predecessor Federal Radio Commission from 1928, stays on. 

Responding to urging from Congress and the broadcasting industry, the President nomi- 
nated Commissioner Hyde for another seven-year term. 

This is a far cry from the period of hysteria about Harris subcommittee revelations, 
when it was predicted that present commissioners would be forced to resign on a "new 
broom" theory. 
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Marketing took, trends, news, 
in syndication and commercials 



FILM-SCOPE 



UBUOATIOH* IHa 



There's a sizzling research story behind IVestlc's order for 52 extra markets on 
its Roy Rogers re-runs. 

It's this: according to January national Nielsen averages, Roy Rogers although syndi- I 
eated in only 31 markets, edged out the number of homes vatehing Nestle's other I 
show, the 52.eity network Lone Ranger. 

McCann-Erickson research made a further projection that the 18.3 Nielsen earned by the 
Rogers re-runs in 31 cities will be worth 22.0 when the new 83 city list becomes effective. 

Roy Rogers Syndication, Inc. was formed one year ago to handle these re-runs. 



I 



Syndieators may be erossing themselves up in trying to sell the same show to 
network buyers one week and regional sponsors the next. 

Asks Jerry Hyams, of Screen Gems: "A lot of agency men buy for both network and re- 
gional clients. How can you pretend to a film buyer that you've got a new show when you 
know he screened it last week for another client?" 

The Screen Gems solution: keep network and sjndieated produetion absolutely 
autonomous. 



You ean expeet ABC Films to get baek into first-rxm produetion under the new 
leadership of Henry Plitt. 

Two new shows slated to be ready for fall are The Racer, an adventure series on eports 
cars, and Simon Lash, a mystery on a la^^ryer turned detective. 

Film buyers were surprised at the recent appointment of Plitt, a motion picture veteran 
without tv film experience, as ABC Films prexy; but others have pointed out that his knowl- 
edge of Mid^^•est^rn and Southern audience likes and dislikes could save ABC Films some of 
the regional snags other film sellers have encountered. 



A fluriy of midyear guest appearanees by sjaidication stars have been bolster- 
ing shows and also Iielping Iihie-chip advertisers to work up internal sales 
enthusiasm. 

Two stars doing recent city-by-city promotion were: 

• Richard Webb, of CBS Films' U. S. Border Patrol, who hit New York, Boston, Washing, 
ton, Charlotte and New Orleans, mostly for Amoco. 

• Richard Carlson of Ziv's Mackenzie's Raiders, who visited Detroit and Chicago for Ram- 
bler dealers, and Louisville for Brown & Williamson. 



The coniplexioii of the tape situation seems to Iia^ e changed to one of eontiuu- 
0118 iuehing forward on a nund)er of fronts with an end in sight to explosive 
cliiinges of last year. 

Amj)cx. for example, last week did an end run around the multiple lines-per-screen sys- 
tems used around the world by introducing a modification on its recorder to accommodate 
any or all standards — but note (his: It's the camera that must he switched and many cameras 
now in use don't have this feature. 
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FILM-SCOPE < 



The key to one of the tricks of symliratioii 8JiIe8 t:irtic->< appetirH to he the qiion- 
tiou of whether or not the fihii Wistrihutor also owns the nhow it's 8cllin<,'. 

A syndicator like CNP, for example, this ?enson showed widely varying behavior in itn 
two network deals. On Lawless Years (which it owns), the contract called for a S12,500-p<T 
week loss on network runs, but on Philip Marlowe (which Goodson-Todman owns), the sale 
reflected an estimated S5,000-per-week profit. 

The implications for the local-regional film buyer are this: } ou can often press a dis- 
tributor much fiarder on a show he owns than on a show he is only distributing for someone 
else. 



Re-riiu and feature film sales are still a revenue haekhone of syndication, <lc- 
spite the emphasis on new prodnction this year. 

One syndication sales executive admitted last week that dejiendahle income from re- 
peats was essential to cover the risks invohed in shooting new pIiows. 



Several significant indications of timebuying preferences came out of the recent NBC 
Spot Sales report #4 which, although prepared to push live shows, had implications for film 
as ^vcll. 

A panel of 271 timcbuyers revealed opinions including these: 

1) There was a dead heat on the issue of whether live or fihn programing is the pre- 
ferred buy on the half-hour local level. 

2) On the question of host personalities, they were of "great importance" in children's 
cartoon shows to 72% of buyers but in feature films to only 18%. 

3) Salient factors in buying feature films ranked in this order: first, history of the time 
period; then, strength of the station's film library; finally, current ratings. 



COMMERCIALS 



Look for an all-out hattle to shape up for supremacy in the ucw tnpe coinnier- 
cials field between the creative men and the cost efTiciency experts. 

On the creative side, the argument is that tape should bring to tv the same kind of pres- 
tige that fashion photography gave to magazines, while, on the business side, the thinking is 
that tape must bring more speed and economy per yard to tv than were possible \ia film 
methods. 



With an injection of Warner Brothers money as a hypo. Filmways is now un- 
dertaking the amhitious plan of building what's claimed to be the largest prodnc- 
tion facility in the East. 

Starting from a home base of tv commercials and industrial films business, the new Film- 
ways plant, operational this summer, has its eye on getting a piece of \ideo tai)e commercials 
and program business and even getting into tv film programs and theatrical features. 

A build-up of commercials activity in Chicago is taking place now in an a!- 
tempt to take away a share of business that now goes to New York and Hollpvood. 

Fred Niles, for example, following his absorption of Kling facilities in Chicago, is now 
amassing a phalanx of midwest film personnel, his latest additions being Elliott Schick, Le< 
Urbach and H. Richard Hertel. 
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/4 round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



25 APRIL 1959 

•rONSOR 

>UBL1CATI0NI INa 



A popular guess across luncheon tables in the Madison Avenue sector the past >veek 
was that a major network figure is headed tor replaceraeut. 
The date most frequently cited: raid-May. 



Tlie toughest jobs to fill, according to agency raanagers, are high-grade associ- 
ate raedia directorships. 

At the moment three New York agencies are scurrying around for candidates. One 
of the openings involves supervision over §20-S25-raillion worth of outlays. 



An observation made by a hep agency showman: One of the big advantages that tv 
lias over other facets of show business is that it's got the largest number of pro- 
gram and idea suppliers. 

The competition among this expanding host increases the cliances of new fare being 
fed into the medium with each season. 



Reps gel accustomed to the strangest requests; but the circumstances that led up to 
this one left even the veterans shook up! 

Invited to attend an open house (ostensibly to explain the inner functions of a Mid- 
west agency), the reps were told they would be doing clients they know a favor by 
steering tliein toward that agency. 



A Madison Avenue agency loaded with tv specials has developed the knack of 
salving clients via alternate expedients: 

1) If the rating turns out fine, the agency cites that number as an emblem of 
success. 

2) Should the rating be a little limp, the agency calls attention to the good review 
the show got in the iV. 1'. Times. 



The present reluctance of certain persoualities to have themselves pitted next 
fall against Jack Benny, Perry Corao, and even the Ford 60-90-minute series recalls to old- 
timers a similar situation that prevailed in radio's heydey. 

Regarded as "poison spots" then were such as these: Chase & Sanborn Hour, Jack 
Benny, Fibber McGee & Molly, Rudy Valle (Fleishmann's Yeast), Kraft Music Hall (Bing 
Crosby), and the Lux Theatre. 



Tlie «'ndiii^ iiiid begiiiiiiiig (»f new eras in biisiiicti»i organizations often bring 
with ibcni a sense of hnmnn bewilderment and poignancy. 

One giant operation in the trade is now in the process of weeding out the older 
generation of upper executives and replacing it with much younger men who are both 
graduates of top-rank business schools and experienced in corporate management. 

llie poignant side: Most of the shunted are barely in their liite 50s and feel that 
they're htill got what it lakes to carry on their functions efficiently. 



60 



SPONSOR • 25 APRIL 1959 



WRAP-UP 

NEWS & IDEASut. 
PICTURES 



THE PRETTIEST HOUSEWIFE In Southern California: That's the title Mary Lu Stevens won 
in a contest run by K-DAY, Santa Monica. Here she's lunching with husband Peter (r) and K- 
DAY general manager Irv Phillips, before embarlcing on a nation-wide tour of major cities 




AWARD TO BROADCASTERS for "contributions In promoting the Motion Picture Industry." 
is made by Missouri-Illinois Theater Owners Assn., represented here by Jerry Berger (c) 
to John Box, Jr. (I) exec, v.p., Balaban Stations and Charlotte Peters, KSD-TV, St. Louis 




ADVERTISERS 



Llllltllill l'lll^ ki<■k^ olT it? tlrivc 
next w«'ck t«> recap tiii-e a ^izalile 
oluiiik «if the $300 iiiiirmii vita- 
min market for its recently- 
ac«|irnetl Kyliutdl. 

The iiiillioii-dollar cain])aign vill 
tell tin- Ihbutol .-.torv via fxOOO tv 
and railio >pots jier v\eek, for three 
niiiiuh>, in 16,'^ markets. 

The major portion of the cam- 
pai-rn xvill he lodged \vith the three 
networks, plus leading independent 
stations in each market. Agencv: 
KWKXK. 

Other e:ini|>aii.'ns: 

. KeiKinlt will spend b2 million 
in luitional ad\eiti?ing during the 
next six Jnoath^. A s-iinilar i-um is 
exi)e. t.-d to rnnie from Keiiault deal- 
ers. \gene\ : \LM5. 

• Sieiulerella hiternatiuiiiil will 
iiierease its .-|)ot t\ (•ani|)aign from 
12 to 2u markets, hcginning 1 May, 
calling for an increa-ed budget to 



NEW I.D.'s presented by KHJ-TV. LA. over 
WOR-TV, N.Y. get the close scrutiny of 
(1 to r) Helen Levendis, Hal Cummlngs, Mary 
Dwyer, John Hughes, Shel Boden, all of 
Compton; and Jerry Molfese (rear) 'of H-R Tv 




LET'S GET TO WORK is mood of William 
Schudt, CBS v.p. (standing) and Fred Knorr. 
president of Knorr Broadcasting as they scan 
schedule after Inking affiliate agreement 




the family goes 




Vacation rnay mean getting away 
from home. ..but Radio goes along. 

You're traveling "right" with SPOT 
RADIO in your summer media plans. 

Reach people-wherever they are, 
at home or on vacation- with SPOT 
RADIO. 



SPONSORED BY MEMBER FIRf.'S OF 



1 



Avery-Knodel Inc. — John Blair & Company — Broadcast Tine Sales 
Thomas F. Clark Co. Inc. — Harry F. Cummings — Robert E. Eastman & Co. Inc. 

H-R Representatives Inc. — The Katz Agency Inc. — McGavren-Quinn Company 
The Meeker Company Inc. — Art Moore Associates Inc. — Richard O'Connell Inc. 

Peters, Griffin, Woodward, Inc. — William J. Reil'y, Inc. 
Radio-TV Representatives Inc. — Weed Radio Corporation Adam YoLng Inc. 



MAY IS NATIONAL RADIO MONTH 



iii^ can l.f attiil>ii 
"ailvertis-iiig"- a^^ 
uitl. I.u.in,-> ai 
-hownian^hi].." 

Ilaipri foRvec- tIii';-o j-ovoniinciit 
I.ciiefil- from using advertising: 
"ItotK'i- kii«>>>l< «lj;t' of Iho audi- 
once: more ofl'eelivc iiiforiiiatioii 
l>r<>j;i:ini-: and more icspoiisilile 
and ctliiral roniimiiiirations."" 

His conclusions: 
11 r.arli major govcrmiicnl depart- 
ment fliould Iiavp a ]nildic infor- 
niatidii a]ijiro])viatioii in its o\cr- 
all I.ndpct for tlic uso of paid 
advertising. 
2 1 Hie advertiMii-i industry should 



continue to luini>li it> >eiviee? 
free to the local, national and 
world community, as a matter of 
good citizenship. 

l lif merger talks l)et^%een Fleteh- 
or Kiehard^. Calkins \ Uolden 
and C.dieii Aleshire are off, 
uilli this afleriiialh: 

The \or\vieh Pharniaears $1 mil- 
lion account for its Nehs and other 
new products, awarded to the Iiicli- 
ard- agenc\ last week, has lieen 
moved to Colieii X' Meshire. 

The confusion ])rol)alily stennned 
from thi.-: The agencies made a joint 
presentation to \or\\ich. \\itli the 



IT'S JUST 



"NO CONTEST' 



W J AC"TV is way out front 

in the Johnstown-Altoona area! 

(io by linioiisine. not. by flivver! With W.JA('-TV you travel 
"first class" with 71. t) station share of audience, sign-on to 
>lt;n-off. all week long, as coinpariHl to oidy ^28.1 for W1'T{(1-T\' 
Figures from ARB, November, 1958 



lOP 30 SHOWS ON WJ AC-TV k 

Johnstown-Altoona Trendex, Feb., 1959 



Hay the >talioii thai iU-hwr^ 
I he ^•!(■« er^-llellrl^• tiircr liiiies 
!L-i many viewers for W J.VC-TN" 
as for the nearest e<)iii|M'titor. 
(HI get a guaranteed aiuiioiiec 




1"^" "m/ ^^joj'Nsf 



Gef all Ihe lads from 
HARRINGTON, RIGHTER & PARSONS, INC. 



Richards on die assnmjition that the i 
merger v\ouId take place. 

Aehs' iTcvions a-encv: FC&B. 

Other agency appointnumts : The 
Wildroot hair ])re]iaration divis 
of Cok'ate. hilling S3 million, from 
ItUDO to Ted Hates . . . The 
Petri division of United \ inlners, 
hilling S7.iO,00(), from Y&U 
lloiiig-dooper. Harrington & 
.MincM-. San Franei.seo, \\liich has 
heen handling the Italian Swiss Colo- 
ny division since 19.S1 . . . Chun 
King Knteqtrises' American-Oriental 
eanne<l and frozen foods, from JWT, 
(Chicago, to ItHDO. Minneapolis . 
Strneto Manufacturing Co., Freeport, 
III., tov makers. liilHng S2.>0.0()0. to 
K\^'Ui'i-I{. Chicago . . . Oscar Ma) 

Co., from Wherry, Haker & Tilden, 
to (Tinton E. Frank. Chicago . 
The \ationaI Apple Institnte of Wash- 
ington. 1). C., to VanSant. Dngdale 
& Co.. Baltimore . . . T\\e Chicago 
Dietetic Supply House, with plans to 
n^e local tv, to Weslcsrn Advertis- 
ing. Chicago . . . Breuninger Dairies 
of Philadel].hia. to norenins-Eshle- 
nian (]<>.. Philadelphia . . . Kahn 
Bros.. Chicago suppliers of Kay-Bee 
brand fertilizers and lawn seed. 
.M. M. Fisher Associates. Chic 
. . . Moonglow Plastic Jewel Corp., to 
IJitter. .Sanford. Price & (dndek. 
Yew York. 

Merger: Sanger-Fnnnell. of \ev 
York and MeClellan Advertising 
of Massa])equa. L. I., with total hill- 
ings at S2 million. Both agencies 
continue under their present nai 

Name change: Los Angeles-head, 
(jnartered K. 0. Bates Advertising, to 
|{:ites \ West Advertising \ 
Ilar\cv West becoming a full part- 
ner . . . Chicagodieadqnartered llari-y 
\tkinson. Inc.. to Atkinson-Coker. 
Inc.. with the upping of William C. 
Coker. 

Thisa "n" data: Gardner Adv. 
tising is completing its expansion of 
headquarters at .370 Lexington Ave- 
luie. \ew York . . . UUDO will move 
its Los Angeles oniee to .i!!20 Wib 
shire Blvd. ahont 1 May ... 1 
berl Siranss. executive v. p. at Crey 
Vdvertising. bmiored In the ag( 
for his 20th anniversary there . 
Arnold \'arga. creative ait su])er- 
vi.sor at Ketchum. MacLeod & Grove. 
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rill.-l.urgli. iKiriic.l \it Dinvtcr of 
the "><-;ir l.\ tlu- National Sorift\ of 
Art Diiect.'.is . . . !{.-;i<-li. .M.-<:iiii- 
(oil «X; <'<•. Iia^ >(l U|) a crralrM' 
, board to ve\ii'\\ acli\it\ and a|)|>l\ a 
creative \ icu |)oiiil to am neu cam- 
im.^n. . ^ 

n.oy l.ee;„i,r J:...,,-. <;;,.•;,- 

liraiit. at Daneer-lMl/.-jcralil-Sample 
. . . AIUmi Hraim. at North \(l\er- 
(isinj; . . . (MV.rfie Holus an.l 
Cliurles Staiulen. at Tutham l.aird, 
Chicago. 

.MfiiV' ixMxiiiiK'l ;i|i|)<)iiitiii<Mit>: 
Uv Hirli. ^.|). in cliar^e of media 
at elected to the hoard of .liree. 

tors . . . Wilson Sli<>lioii, to c rea- 
tive (lirecloi and l'i-;ink Snoll, to 
bn^inebS niaiuifier of the creative de- 
partment and v.|)., of Coniptoii . . . 
Cliiirles ll«^^son. to account man- 
ager at MaeManns. John .\ \dam. 
. . . All.ert Hoiieliiird. (o Ted l!ate> 
a> account executive . . . Artliur 
Cl.iiuL Jr.. to Clinton IC. Frank. Chi- 
cago, as a radio u writer and jno- 
dueer . . . Kiitli l,<Miil.<M k. to Mognl 
iLeuin Williams & <a)\or as eo|.> 



group head . . . Tl \r..|i,l. lo 

a>-is(aiil diieclor of filnr prodnc lion 
at Foote. Cone .\ Hel.ling. Chicago 
. . . .IoImi .Meehaii. to reM ai. h a. - 
coinit evvntive at Deienm- & ( o.. 
New ^oik. 



FILM 



SMi«li<ation <)|)(iiiii.«iii last ^\<tk 
l<-<l to a iiiinihei- of e\|)aiisioii 
moves fiiiali/.<Ml ^^itl■ an ••>•> 1.> 
tall o|)|)oi-tnnities tor film. 

Among the-e dev el()j)nicnl- v\ere 
the following: 

. CI5S Film, appointed Kalph \l. 
liaruci, a^ infrnational sale, .lirector 
for all non-l .S. inarket- uith the .-x- 

• NT \ put on 1() neu -ale-men irr 
indication fsce details helovv ). 
' . .N-rcen Cems (li\i(led it.- tralllc 
(leparlment uith si'parate operations 
r.n national sliov^- un.ler Man I'res- 
and >\ndieated shous nnd. r >id 
Weiner. 

Sales: /i\ reports that >c(i lluiH lias 



K.T of il- i;;: ,rrark.-l- . . . 
>r,n-t \fsr„l sold lu W l'l\. No\ 
^oik . . . nV- \rn )nrL C.nlul.'i 
Hal. sold to Difiwv- .,n WOOD I \ 
Ciaiid liapid- . Cine,na-\in- ir 

t- F can -ah- ..I the I'lth. 

\lu-ieal I'arade ol M:,i- pj, ka-. . 

Trans-l.UN T\ >i-ned fr;,tm. ( 

package- to the tollnuliig >talion 
W lll)ll-T\". I'.o-lon: KI.OI! I \ , ^ali 
Fake Cilv : KOFI)-T\ In.-.,. 
\\I) \F-I\. Kan-a- Citx: \\>|\ l\ 
Flkliarl: Kl)\l.-T\. Drdnlh; .nxl 
W IAJ, Miami. 

I'r<.graiiis: N ree,, Cenis' lale-l of. 
fering intended for s\ ndi( .iti.ui. / //- 
drrrovcr Car. vvill >lar \ i. lor Jo, v 
. . . ( 111 and :>ereen (,eni- .Canad.i 
uill to-piodnce fi\e :-.nnple epi-ode- 
of Porlia larrs Lij,- on f.hn . . Nl \ 
\Nill lelea-e an I nU-nuitional I'arLa^ r 
of featuie film- eonl rining '>! po-t- 
l').h", feature- and F^ other-, in, hid- 
ing ^hirle^ Temple pictures. 

< nrreial.-: Fl' \ and the I niled 

Sciic Arti>t< coiichnled agreem.nt 
on their lahor dispute via fed-ral 
mediation . . . Musi, .\lakei> repoit> 




The face that 

launched 

a million sales: 

GLENCANNON 

From Beer (Olympia) to Bakery 
Products (Holsum), the pre -accepted 
'Oscar"-"Tony"'"Emmy" Award 
Winning face, name and talent of Mr. 
Thomas Mitchell is launching 
sales— big sales for advertisers all 
over the country. As Glencannon, 
in the hilarious half-hour series of 
high comedy on the high seas, 
this beloved character stands ready 
to steer sales your way, too. 
What's more,Thomas Mitchell will 
sell for you personall y, at the 
all-important point of sale. 

NTA Program Sales 



ro» cr. (O Columbus Circi 



k 19. lU 2.1300 
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Oil) Aih'crlisers Arc 

"SOLD WITH INTEGRITY" 

ON NORTHERN CALIFORNIAS 

FAVORITE STATION 




it .■i.-aled cripiual inn>if for tlnee of 
llic iiiiK' \\ cumiiu'iTials awarded 
prizes 1)\ the \. V. Alt l)irect()r> 
Clul). and that in ea( li ca-c the iiiii- 
Mc was rrealfd l..-f,.rc llio ((nnnu-r- 



1S0TH MARKET IN THE U.S. 



KHSL*TV 

CHAMNEL 12 



CHICO, CALIFORNIA 



CEORCE ROSS, t 



WORL 

Chosen l^]xcliisivelv 
in [BOSTON 



to assure 
the success of its 
National Hi-Fi Club 

In a bis. 3'': hour iceehly 
Sdlcx Campaign'.'.! 

Here's jji-oof positive 
lliat when tlie leaders want 
JIESVLTS ill BOSTON 

I hey ehoose . . . 



ial> V 



■ fdni 



Tr;i(l.- notes: SMl'TI, and the Na- 
tional 'I'clin Isloii Flni Council will co- 
oiM-ralc in Operation Videofilin. a tv 
film pieseulation at \V>C in New 
^ ovk on \pril 29 . . . An iiitcniatiou- 
al i;nid<; to film i)Voce>.-ing facilities 
is axailalile fioin Dnrlex Spniilf Cin- 
ema Laboratories. 1220 Wisconsin 
Ave.. N.«".. W'ashinalon 7. 1). C, at 
Si for sinjile coj.ies.' 

<;orr<><-lion: Die \i)ril t issue of 
FILM-SCOIT: incomrtK staled Unit 
Kellojjj; did nt,t clear lime for llnck- 
lel.err\ Hound in San rraneisco and 
rittshni-h. 'fimc was in fad cleared 
on kT\ I and KDK \ in tlie-e 
ellles. witli respeelive \KH ratiniis. 
wliieh slionld l>e added to the 1 Vjiril 
cliart. of and 2:\.]. 

Slricllj ixTSoiinel: Don Moore 

has heen signed as slorv editor of 
Screen (;ems . . . Oliver Ciiiier. 
picsident of X'J'A, was slated to a.l- 
(Ik's. the liroa.least Advertisiiiff Chih 
of Chicago last week ... Six new 
offrcevs elected to the NT \ execiitixe 
stall included Alan .M;i>. i .p. and 
Ircasnicr; I.esler Knijininii. v.|). of 

Norloii, adiiiinistialion \ (Jeorjje 
(;oiil(l. tv facilities I.]!.; and Ihir- 
luii I. LippiiKin. assistant treasiirev- 
sccretarA . . . Sixteen new XT \ s\ n- 
dicalioii sales execntivcs include l{. 
C. "Peie" Miuldnx and Jolni C. 
Home, l.oth fomierlv uilh the Nf \ 
network, and the following new ac 
count personnel: Ihil IKiiison. I'rrr> 
Frank. Jr., Joliii (kndoii. .Mi- 
eliael .1, (;unl<l. Jerrv (onen- 
herfi. Albert I,. Kolit/.. Shirviii L. 
LuMe, Joseph J. .Mii(leh>na. Koh- 
ert I.. Meeee, l>eslie II. Xoriiis. 
Joseph 11. I'aiilell. Joe I'orler. 
Dave Schooh-r. and Kd Stanh. 



NETWORKS 



\U<: T\ this w.rk asked tlie 
lrad<' to note lliat I lie .NKl for 
the pei iod eiidiiifr 1 I April jiives 
it the hn-fiesl innnher of pro- 
firani "firMs" for the 12 eveiiin- 
half-honrs. 

The total -llrsts" for each network: 



A15CT\. lii: Cli^ TV. I.t: Nf5CTV.9. 

>ielv\ork tv sales: V&G I Comp- 
tonl. to co-sj)onsor AliC 'IA"s Donna 
Rri'd SItotr for the siiiinj; and snni- 
nier moritlis. In fall. Johnson John- 
so,i takes o\er this half . . . (;eneral 
Foods (FCi.r>). for segments of 
l//c/.er ]louse Cluh. AliC TV . . . 
NBC 'r\- reports new an.l renewal 
(la\time hnsiness totaling SI- niil- 
lio'ii. i)laced 1.x five advertisers: 
Lever. l!ro«n \\ illiamson, Armour 
\ Co.. Cong(denni-Nairu and Tinlex. 

Fall sales on network Iv: IMv. 
iiionih ( A>erL a^ fnlk-p.msor of the 
SU'vr Alien Sliaic. to he aired Mon- 
da\s. lO-ll 11.111. (For comment, see 
SrON son. SCOFF, paire 19) . . . 
K, J. Reynolds ( F.stx I for one-min. 
nte i.articipatioiis on AI5C TVs 77 
Siimct Strip . . . Brown <S: Wil- 
liaiiisoii (Hates I and Wliileliall 
Lahs ( nates I for Philip .Marhue. a 
new seiies Lowing on \BC TV Tn 
(la\. 29 -eptemher. 9:30 p.m. . 
<;illelte I Maxoni. ien,'wed for \I5C 
T\"s Fvi.lay night Ciialcade of 
Sports, for .'>2 weeks . . . .Noxzei 
iSSC^in has taken option with \RC 
'IV for half ..f/.<.,e*C- Vurriap^c. 



Ray Ellingsen 



HOTOGRAPHY 



photographic needs 
fhe Und of 



Simply cell 
Delaware 7-7249 



12 E. Grand Art. 
Chicago 



WORL 



si'ONsou . 2.'^ .u'liiL 1959 



iN<-t\w)i k piofii-iiiiiiiii notes: llall- 
Hiii-k Cnnls, I nr., lias (-..nli m lcd 
witli Ceoipi; Scluiofcr jiul liis ii<n\ly- 
foniicd Compiles I'l oiliictioiis. Inf.. 
to protliRc tlie Hall of Fame seiios 
iifxt seas..., . . . Raiiliiilc. elTe.tixe 
tl.is Fii.la) (1) iii..\es t.. an earlier 
time |)eri()il: T:;?t)-8 p.m.. on VM> TV 



Im, 



ics of ti.e oil! \\'e>t. is I.ein^' filmed 
for M«: 'I'Vs fall lineup. 

\v notvoik alliliatioiis: to CMis 
Kadio: W KMII, Detroit-Dearborn: 
WKMK. Flint: WkllM. JaekMni; 
\V5G\V. Sa<rinn\N: WilL.^. Port llii- 
i: and \VI,FA\ . I'.ad \xe. all in 
Mieliigun (see "Pielnre W'rap-l p" I 
lo MU: Kiulio. Kl'KL. Lafa>ettc, 
... to .Mutual: KCON. Portland, 
Ore., and KATU, Corpn.- Christi. 

Kudos! To I'oppiiiii fom- out 

fne Simna Delta Chi \uavd^ for 
tinnni^hed S<-rvire in liroadca>t 
journalism . . . To -NHC. tlie \atioual 
Safet\ Couneil'- Pui)iie lntere^t 
ard for 195!!. 

Stritlly personnel: Jauies Her- 

11, appointed diroetor of XP.C Tele- 
Sales, with William Storkc succeed- 

; him as direetor of jiartieipatiiic 
pro-ram sale.- for M?C TV . . 
.Simon .Sie-al. fnuuuial x.p. and 
trea.-urer of AI!-1T. eleeted to tlie 
hoard of direetors e\eriiti\e coiiiiiiit- 
tee . . . William Tievartlien, to 
director of tv network operations for 
\15C TV . . . .-Mai tin Brown, to a.- 
^istaiit tieaMiier of AP)-PT and ^.l>. 
and assi>tant treasurer of \P>C . . . 
M. 8. Kukeyser, Jr., to inaiiager. 
hii>iiie>s and trade piii>lieit\ for XISC. 



RADIO STATIONS 



.V iu \y lerm in .-.pot radio lliat's 
eatehiu'; lire amon^ l)uy<-rs: 
"hypnotie sell." 

The de\ice -anoth(;r form of satu- 
ration — ^va# introduced liy Chock-l'iill 
O'Nuts on W\151{. Syraense. It makes 
use of 18 spots within tlie hour — each 
coniniereial winding nj) with the time 
of day. 

Chock-FiiU O'Xuts. aft<M- r-ales 
wont u|) 200% ill Sy racuse. extend- 
ed the gimniick to .«eveii other 
narkets. 

P.S.: Chicago reps last week ta.-ted 
the impact of the phrase when a con- 



lul pick the "inp 



KLIO. Poilland. Ore., t<,ok to the 
air this month, identifying itself as 
■•the >M>rl<Ps first all news radio 
station." 

The '\\ll News" format, taking 
four ^ear^ of preparation, works this 
wav:'se2meiUs eo^eril.g w.,rl,lwide 
ami local liea.lliue>. weather reports, 
articles from maga/ines i(\id liefore 
its pnldicatioii dale, segments from 
ICiiropean stations, a "FistiMievs 
liouudtahle" disenssiiig coiitro\ ersial 
siihjects, and sO forth. 

Ideas at >M)rk: 

. KVW, Cleveland, emharks on 
its amhitious eoiiimimit\ ^er\ ice ])ro- 
grani this week, dul.hed -Aew llori- 



The f 



to he 



this service: mental health, safety, 
science. go\ernment and history, 
comnuinit) self-help and ( ultine. In- 
cluded in these projects: bu^ tours of 
historical sight?; sjiousored trips to 
atomic and jet iii>tallatious : a 
■■liands-aci ii>s-the-s<^a"' arrangeiiicut. 
tying in with a Scotland uni\eisil\. 
and' a series title.l "In Prai>e of 
Learning." 

. Last week, when the nation s ra- 
dio stations went dead for a balfdiour 
as part of a "('onelracr' test of ra- 
dio's potenlial civil defense use. 
W.MCA. >,ew ^ ork. carried out its 
regular d.j. show this way: A cm- 
te>t oITered a^ a prize, a Msit to the 
winners home by the d.j. whose show 
was cancelled h\ the test, w here, (lur- 
ing the silence, he provided an ex- 
clusive program. The winner: "\far\ 
Pliayer, a patient at the Mem.. rial 
Center for W'.uuen. 

. W HVI', Norfolk. \a.. ],nt to- 
gether a '•Homeiuakei- Council ' cm- 
Mating of 900 liou>ewi\es who staged 
the statiouV second annual exhihit 
for SOUK' 3.00(1 agency people. The 
exhibit: 30 |..,otL .',f housewive's 
pr.^.lucls. including fashion shows, 
hair stxles. and the like, all available 
to client.-. This C..nueil. along with 
jilauning the exhihitiou, has a board 
of direetors Mhicli |)laus conimuuit\ 
events. 

• He turned the tables: D.j. Pat 
Laudou, on WKCV, Philadelphia, 
l)ulled a switch t.> celebrate his birth- 
day: instead of expecting gifts, he 
ga\e his spon>or> a "Hapiiy Rirth- 



WABC 

770 Radio 
in 

NEir YORK 

Proudly Adheres 
to the 
Principles 
Set Forth 
in this Seal 

WABC 

The Station with the 
Professional Sound 
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free. 

\iU\ (lair.i.liU; 



K.Mi \laiilev, 



,,n WCSIl. Portland. Mc, tlrcs^^cd in 
a red ])<)lka-dot lli^llti;^)^Ml, aired his 
-litiw from a lipd in the \\-iiidow of a 
iiirnituro company, Avhcrc he 5-|icnt 
the night a^ the outcome of a l>et . . . 
Chuck Boyh-s. W'K^. Okhihoma City 
d.j.. now ehiinis the official Phone 
Booth Sf]ua«li Cham])ion«hip of the 
woikP ^vitll ;i;5 students from the 



nial si/e 
studios. 



hooth 



id(^ the station's 



'(•|)orlis : Storor Hroad- 



cjisliii'i'.s net earnings after taxes foi 
the fir>t <inartcr. 1959: $1,021,188 
eoni]jared Mitli ?731,201 in the cor- 
resjionding 19.)!'. period. The 1959 
fii-'ures ini lude the results of ojiera- 
tions of W I'l 1-1 Milwaukee, which 
^torer ac<]nireil in Decemher, 195o. 

CH.'^. Jnc. at the annual stock- 
liolders meeting, reports the hcst 
hu>ine» year of its 31-ycar history 
and that the first (piarter, 1959 was 
the eompans's he.~t in terms of sales 
and earnings. 

Stiilion piiitha.^e.s: WFMC. Krie, 
Pa., to th.- Cleveland Broadcasting 
Co. foiierators of WTMK) . . . KTIP. 



ortendle. Cal., 
isters. Inc. 



I Gato^^a\ Broad- 




° WOC-TV"^ 

FOR BEST COVERAGE IN THE 
NATION'S 47th TV A^RKET 

(Davenport, Iowa — Rock Island — Moline, Illinois) 

A comparison of coverage of TV station.s in or overla])- 
ping the Davenport — Rock Island market area as 
reported in the Nielson Coverage Service No. 3 — 
Spring, 1938. 



Station 


TV Homes 


WOC-TV 438,480 


Station 


A 398,600 


Station 


B 340,240 


Station 


C 274,990 


Station 


D 229,260 
















-f- 















Monthly 
Coverage 

308,150 
278,900 
275,160 
208,300 
156,340 



Weekly Circulation 
Daytime Nightime 



263,430 
226,020 
229,710 
153,540 
127,240 



288,750 
258,860 
260,190 
191,010 
146,620 



WOC-TV is No, I in the 
nation's Ttli TV marisct — Icid- 
ing in IV tiomcs (1.^8/180), 
monthly covcr-igc ami weekly 
ciiculation — ilay and night — 
as reported in the Nielson 
Coverage Service No. 3, Spring. 
1938. 1-or further Uts and lat- 
est availabilities, (.all your PGW 
Colonel . . . NOW! h 



'rhisa "ii" (Ijilii: John llardebty, 
v.p. and general manager of KAB, 
hefore the Pittshurgh •^adm and Tv 

minded thinking"' of agency c\- 
ecnti^es. Hardest) 's reflection: the 
■Pve- got -to - find -something- wrong- 
with-it" attitude strangles radio's 
growth . . . San Franeiseo Slate 
College will ofTer an expanded, com- 
plete jjrograin hy the radio-lv depart- 
ment starting 22 June. 

Kiidos: The Pahst Kadio News 
Award, presented h\ the Pahst Brew- 
ing Co., to WKMI', Milwaukee . . . 
The 195!! Public Interest Award of 
the National Safety Council, to 
KMI'C. and K.\HC.'Los Angeles. 

Station stafferss: John Metts", elect- 
ed ^.]). and secretary of Conn.-N. Y. 
liroadcasters, Inc. . . . Chuck Blore, 
promoted to in charge of pro- 

graming at KF^\'B, Los Angeles . . . 
Frank ('rime, to v.|). and general 
manager of the Imperial Broadcast- 
ing System . . . Harold Parry, to 
W ( k'i . Cincinnati as local sales 
manager . . . Jnles Corotis, to local 
-ale> manager of WPEN, Philadel- 
])liia . . . Frank Myers, general 
manager of KCMC, Texarkana for 
the ])ast 19 y ears, has resigned to dc- 
^ote full time to his newly purchased 
K51J. Gladewater, Tex. . . . Kobert 
■Mclealf. to managing director, 
\^ PAR. Parkersl.urg, ^V. Va. 

Deceased: John B. Reynolds, .^r., 
president and general manager of 
Connnunitv Broadcasting. Inc., o])cr- 
ators of WKWK. ^^ heeling. 



REPRESENTATIVES 



Adam ^iMing r«-portc«l this week 
that lii.s effort to get agencies to 
map onl >\lial they deem the 
niaxiinnni trading area in a mar- 
ket is working out nicely. 

The first 155 ageneics that res])ond- 
cd to Voimg's qnestioiinairc on the 
suhjeet ai)])eared to a^rce with the 
trading area definition used by JWT. 

Attarlu>d to the questionnaire were 
eo^erage ma]is. to which the agencies 
eonhl add or delete counties. 

Object i^e: Show the stations what 
ach crtisers want in composite trading 
areas. 
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FIRST 

in 
PEORIA' 




IN THE 
MORNING 

(MOV. PULSE-BS) 

FIRST 

with 

Walter Thurman 

NEWS 
SERVICE 

PEORIAREA'S TOP 
"MUSIC MAN" 

THURMAN SELLS 

WEEKDAYS 
6:30 AM -10:00 AM 




WMBD 

FIRST! FIRST! FIRST! 

(Nov. Pulse '58) 
... in the noontime 
listenership period 

WMBD 

FIRST! FIRST! FIRST! 

(Nov. Pulse '58) 
... In the late afternoon 
ond corly evening period 



PETERS, GRIFFIN, WOODWARD, INC. 




r(;\\ \m> <li^nil)uU-(l iiinoii^ 

Ji\('rii<ie loniin'riiiiirc l)y nionllis 
ill 71 niarkt'l.s. 

Purpose of the data: .So advertis- 
ers ran ke^ tlieir l^ sehc.liiles l.roadU 
to Miles-f;i\ oral)Ie leiii])eratiires. 

Xtlached to the talile is a map 
shoeing \veallier seasons li\ "tiers." 

['iiyiiijr trihiito to the .sccvctiiries : 

Tomorrow ( 26 1 marks the end of 
National Seeretaiies Week, and to 
luj;hlighl it IJlaii-Tv and Bhiir Tv 
\^!><><•iat('s mailed orchids to "seere- 
tarics of men lhc\ homhard all year 
nilli |)romotion and sales pitches.'" 

!{('!» uppointiiioiits: Adiiin Voiiiij;. 
In*-., for WMEX. Boston and Wl'GC, 
W ashiiigion . . . Bol) Dore As^oci- 
nt<> foi WILD, I'.oston . . . Tlie 
.■Meeker Co.. for KWIZ. Orange 
Coiintx. Cal. (repiesentatioii <loes not 
include Los \iigeKl . . . Clarke 
IJroNvii Co.. Dallas. f,)r WIBK, Ba- 
ton Uouge; klLE, i;alveston, Tex.; 
\V\MK. Miami; \V\1'X, Montg.mi- 
cr). and WJBW, Xcw Orleans. 

More on appoint men t»: IJoI) 
Dore Vssofiates, for WHAT, miila- 
delphia . . . Kohcrl E. Easliiuiii &- 
Co.. for kjl{. Seattle: K\L, Port- 
land. Oie. and kNFAX. Spokane . . . 
['eters. (williii, Woodwar.l. for 
\\ KV\. Kichm.md . . . Forjoe 
Co. for W F.OK. Xorfolk . . . Jolin 
K. Pear.son Co. for KYLS, Uose- 

l.iirg. Ore Dnn-.i F. .■Me(;aNreii 

Co. for WKBZ. Mnskegon, Mich. 
. . . n-\-lJ. Iiif. for KWOW. I'o- 
m.ma. Cal. 



Strietlv peiso.uiel: Lainont L. 
'nioini)soii, to Miduest manager 
and John Stilli. to ae(<mnt exeeii- 
ti^c in NcK \oA for 'i\ \dveitising 
i!eps. Inc. . . . Nina {-"linn, to the 
Boiling ( o. a> assistant to the direc- 
tor of sale> deNclopmenl . . . Frank 
Casoii Jr.. to manager of the At- 
lanta olhce of lleadlevHeed. 



TV STATIONS 



Spot l\ ii i( ««»r.l iiiiiiilier of 

reslanrniils advertising' .liiriuf; 
19.>«. aeeordin- to TvH. 

Lslinialed expenditures hv reslaii- 
ranl eliain> in sp..t Iv hit .S;i)').()()() - 
a , inciease over 19->7 spending, 
and a 6,"!^^ increase onci 1')o(). 



Another spot iv lioosler: all- 
piir|>ose licjiiid detergents — six of 
llieni investing S14.6 million in 
IV ill I9.i8. a 2:^29^ increase over 
1957. 

The spenders: Adell Cliemiears 
Lestoil. 812.3 million: Lever's Handy 
Amh. S71.0.()0(); Texize Detergent, 
.*64.1()0(): 1' .V C's Mi. Clean, S421,- 
300: Colgate's Genie. S319,800 and 
Bercolene. Sill. 100. 

Defending In: John Dille, Jr., 
president of Trnlli Puhlisliiiig Co., 
operators of WSJV. South Bend-Elk- 
hart. ill an (nlilorial on the station 
imited the print media to "poke 
more thoroughl; into our programs 
hefore indie ting us as a medium." 

"W hen a magazine writes off the 
entire medium of U as "The Light 
That Failed. ' that maga/.ine is guihy 
of lesj than responsihle analysis." 
Dille contended that sueh publica- 
tions too often uill "see the inole in 
l\'s e)e without heiiig a\\are of the 
gleam in its own." 

Ideas at work: 

• Operation Big Sho\el: That's 
the teiiii diihhed In Cliureh A\eiiue 
merchants of Roanoke. Va., who were 
faced \vitli their street closed for re- 
pavement. The promotion campaign 
^vas kicked off hv 30 U and 100 radio 
spots ^ia W SL'S-A.M-TV. uith thL> 
theme: Come see the biggest show in 
lloanoke \\:\lch the street being dug 
up. Results: Merchants did more 
business this ]ia>t month than a \ear 
ago. e\ en though the street was com- 



,letcl\ 

;:!,()ob 



np. 



nd WSLS 



old 



ortli of time during this ou- 
tlie-digiiiiig-spot promotion. 

. \ wliale of a . ..ntest : Bozo The 
Clown, via his show on KTLA, Los 
\ngele>, held a month-long "name 
the whale" contest, with daily men- 
tion of it drawing some .S.l.tXX) en- 
lrie>. It was ilimaxed, last \veck, 
when '-Bubble.- the W hale" picked a 
name from one of the five finalists— 
\ia life-preMM\ er> tossed to her. 

. Merchandising stunt: KFTV. 
Omaha receiith held a '-Brand-It" 
contest, iinitiiig vie\\ers to ideiitif; 
the eoi reet brand name of a ]iroduct 
after onl\ the name had been re- 
mo\ed from the conlaiucr or pack- 
age. Xeailv 3,.'i0tl entries were sent 
ill. with these identified most fre- 
tpienlh : Mr. Clean, (Campbell's Soup. 
Liplon 'I'ea. Jif peanut bnller and 
Ralcio], cigaielles. 
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"You Mean Roanoke's Bigger than Chicago?" 



W'c do indeed. There are more N'irginians in Roa- 
noke tli:in there are in Chicago. 

Which points up a fact of tv life: You can be 
bigger than almost anything if you look hard 
enough. 

Which brings us to anotiier point: A good hard 
look at the Roanoke market results in its inclu- 
sion on well-planned tv schedules. When that 
happens, \\'SLS-TV follows automatically. 

At the risk of doing part of Blair's job, witness: 



With full power of 316.000 watts on Channel 
10 (and a health) assist from NBC and strong 
local programming). WSLS-T\' has welded a 5n- 
county area into the grc;iter Roanoke market of 
420,000 tv homes. 



Come see. Or list 



? Blair Television Associates. 



WSLS-TV 

Channel 10 • NBC Television 

Mail Address: Roanoke. Va. 

A b^oa^Ica^r servii.c (with W SI S Riidio) 
of Shenandoah 1 ilc Insurance Conipanv 



BUT FOR EVERY TIMEBUYER 
THERE ARE TEN OTHER DECISION 
MAKERS BEHIND THE SCENES 
WHO READ SPONSOR AS WELL 



Rarely indeed does one man alone determine when and 
where to plaee radio or TV bnsin(??s. That's win- 
it makes scn-e to reaeh every decision maker possible 
with your message because every voiee that helps 
to finalize a sale should know your story. 

It's the chief reason your advertising will do so 

well in SPONSOR. SPONSOR reaches almost everybod> 

who is anybody in air. All the timebuycrs, of course, 

but more decision makers, too, at every level (in 

both tlie agency/advertiser category) than any 

other broadcast publication. 



Fair enough! 

SPONSOR is the only broadcast publication that 
offers a complete circulation breakdowi BY JOB 
CLASSIFICATIONS — listing the exact number of 
subscribers (with their names and titles) at every 
management level. We'll be happy to show it to you 
at your convenience and pro^e beyond doubt that 
SPONSOR reaches more teams that buy time than any othei 
book in the field. 



Proof? 



PO 




sells the 



that 




the 



Industrial Crescent 




WORK, EARN 
and SPEND. 

and it's dominated by 

ujfmy-tv 

GREENSBORO, N. C. 

Harrington, Righter & Parsons, Inc. 















MORT NUSBAU^ 


if » 11 




N.Y. 


NATIONAL REPRESENTATIVE 1 



SliUioii ac<iiiisiti<)iis: Capital Cilik-s 
'IV Corp.. f.u- i.xMiersliip of W1M{()- 

A.>I-T\ . Piovidcniv, R. 1 Croat 

WVMorn Uroadcaj^liiij; Corj)., (ixMird 
In J. II. Whilncx \ Co. of Now York, 
for KHK'IVl'V. Sacraiiirnlo, Cal.. 
u'illi John^loii Xorlhrop ap|)oiiilr(I 
arliuE general inauaaer of the station. 

'riiisn -u' (lain: KI\(;.TV. .-^eallle, 
covered live, for the firsl time, the 
^Va^hill^;lo^^ Stale Le<ri>lalnre direet 
from Olynipia . . . K^^TV. L„> An- 
geles, vvliieli reeenlh (>\pandcd il> 
davtinie programing *even and oiie- 
iiair hours weekly, i^ adding five 
more hour, lo ils m liedule. 

Klulo.s: The l?ial/, \v\ard forservire 
in tv iie\v< rei)orling. lo WISN-TV. 
Milwaukee, from ' ihe Milwaukee 
I'rc-s Cluh . . . The j.uhlie service 
award to WMJC-TV and WKNIi. 
Hartford, from the \dvertising Clnh 
of Hartford . . . The Puhlie lnlere>l 
\\vard to Hie radio and tv di\ i.ion 
(d rnaiifilc i'liidiealions. trom the 
Nit 1 1 ->.f I C , , d lis 
11 I) In Ch I f 1 ui ti I 1 
work ill IV reporting. I., WHini-l'N'. 
Chi.ago. ^ 



MEDIA MEN 

nil , , 



ete.l for 
VNl.ieh Ihe 
tl II II 



■^l (f 



1" 



f 



foi 



\el and slill per- 
1 I 1 il 1 1 1 I tl „ f 
adverlismg i.i \^hi.■ll the\ waiil to 
I il / 11 N| I t ill 1 1 lit 
"I'l'orlmulv to 
mider>lai.d heller how llie eompon- 
enl> ,,f the ageii. v relate to each 
oiIhm- and lo ihe uh.de. 

\iiollier long-slandiiig and edeetive 
in which aceoinil and media 
people nieel lo s(d\e nuilnal prohlems 
is ihe informal mc.-iing— the Imieh 
or hall -e-.i.,n uilli a' h'w per>ons 
coiHvnlralin<r on ideas which chal- 
lenge Ihciii. 

ilicse measinc- ''inc. elimiiialing 
Ihe gh.rified clerk concept and giviii- 
media people niiicli moiv voice in 
jilanuiiig siralegv. " sa\s OliM's >am 



More listeners cost less 
with 

Billion-Dollar Evansville's 



Because WGBF 
Delivers 
DOMINANT i 
COVERAGE 



Spot advertising campaigns are enhanced by 
more than 35 years successful programming 
experience, and baclced by unequalled mer- 
chandising and marketing support. No wonder 
WGBF Is the "buy-word" in the Evansvllle 
Market! 




0 Corp 



Ma>- Coiii|i2iny 
Pic'k.s Jacksonville 




AND JACKSONVILLE 
PICKS WFGA-TV 

NBC ond ABC Programming 
Represented nofionolly by 
Peters, Griffin, Woodword, Inc. 




ollu-r (lf|,nilmtM.l>. a- Mmieliinc- 
Mvm> U< 1m- iho .MM-. Tli.-N ^lioul.l 1m- 

|)(-(i|)l(- making! a coiiliiliiirKHi In tin' 
plnuuin^ slral.-^\ ,.f all ki...l> ,.f 

,-,lia M-(-lioiis 



•■ \,-(-,.unl ami 
slii.iild i.i.-sl. l,,^.-tli.-i. not piKli .-ach 
,.lli(-r avouiul.'" In- cmf-hul.-^. 

lint llu- api-nc) lue.lia ni(-ii uho 
\m>h llit-ir ()\Mi (l(-|)arlm(-iil- aii«I 
i,-,-^ to lli<- forf-fn.nl of a;^t-iu-\ a(-li\i- 
l\ ajii(-(- on OIK- liiiiitalioii: if lli(- 
(ici)arlni(-nt i^u't a jiood <>ii<- a-ul 
(Io(-^irt (lt-M-i\.- >tali.n-. it uoii'l -(-I 



,1^ „f YOGURT 

>(.onr,l Iron, in.^r lo. 

willi ('(jiuil <-iii|ilia>i> (Ml \\<-rk(-ii(U a- 

fITort ua- ai)|)lit-(I ,-iimillan<-()ii-l\ . 
'IIk- point ciniiiia^i/ofl in (-\(-r\ c 
(,fcop\: ••\>k foi itat >oui faxoiit.- 



oii till- -t.ilion or 



of ,1 



(u 



MitK 



of : 



^^.•,■k i^ rnniii;.' on W ( !!>. W M W 
WOi;. WWCA. \\0\l! n. 'iMik. 
Unt. lio|.in^ for an in. i,-a-(- ill--. 
<-<pial to la-l \(-ar'> :W , . ili.- licdul. 



,-,1 > 



••Within two nionlli>." -a\> Dan 
mm |)i(-sifl(-nl Juan \l(l/.,L;fi . •'oni 
sales Inn.- .loul.l.-.l in riiila.l.-lphia 
On the faie of it. this nia\ not M-.-n 



r,l 



tht- 



One 



•It's jnsl like mereluimlisin^ a:u- 
Ihinf;. If \ou'\e a ha.I prodiul. 
\on"ll never sell it hij: oi- sell it uell 
with even the he-l eanipaij;!!. Hill if 
it's a .-o.hI pio.lu.-l. it n.-eds and de- 



There are 
"ement lioh 



uho think a 
er a eon.pl. 



IJiit thev'.e d«i 

llu-\ see llu- r.-sult- which .ilher 

a.iienries are jietlinj; l.> hn.a.leaslin^ 

(he liase and the -c.pe .>f the ni.-.lia 

f)]).-ralitm. ^ 



I.) h.-fiin \\ith. lUil «lial i- ini- 
povlanl 1.. ns is that the "ask f.)r it" 
a|)pi-.iaeli has lin.-.l np the f.)nr . hl.-f 
fomi . hains in I'liila.lelpl.ia." 

In addili.iii 1.) \l\I'. wliii-Ii a. i-e|it.-il 

has .Iislril>iili.)n via IVnn I'vnit. I-'....(I 
Fail-, and \,-m.-. V...i-nrl is n.. I..n^.-r 
ih.' tv\.)-heade.l nf-v\ kid on the 1)1. >ek 
in I'hilad.-lphia. and so..n. a.-.-,.r.ling 
1.1 Iruin Z|..v^e. the radi.) s.h.-.lnle 
\\'\\\ l)ee.)nie ni.)it- |)inp.)inl.'.l. 

l)ann..n has at its disp..sal a -uve- 
fne inelh...! .,f l.-sling lime slots a 
Mnavllv-st>l.-d iM.oklel .-alle.l '•Dieting; 
to He.Inre." The hooklet is ..IT.t.-.I 



1.,- ad.l.'.l. 

liasie 1., Danmm'- ua- 

I.a.k. fi.nn '•D.Ml.lr^ nnn.n.l .1 
t.) w.mtl.-rfnl Mia. k ... a .leli. i.,n^ 
.lesM-il."' Th.- a.l.lili..n of llav.n- i th ■ 
lal.->l is pin.-a|)|)l.' I i- anoth.-r imp.), 
lant »av l)ann..n ha> hi ..a.l.'n.-.l llu 
pro.lu. r's a.reptan.v. I »i.-tarv a. Iv au- 
la,^.-- v.-main a e..p> p.iiiil. l.x.. 

Dannon Milk l'....ln.t-. i.'.-.-nlh 
pureluiM-.l l.v li.-alil.-.- I-.....1-. i- an 
in.l.-p.-nde.U >uhsi<liarv nn.l.-r the 
iinidan. e .,f J.k- M.-l/<;.-r. no^^ . hair- 
man ..f the l...ai-d ami his >.,n J nan. 
llu- .■.)nipanv's pv.-si.lenl. I^v.-n \\ilh 
it- limit.-.l .lislrihiUi.m. I)ann..n >a\- 
it a.-e.mnls f..r 7'/, .,f the \„-:nrl 
pr...h...-.l in the I . >. lis main . ..in- 
peliL.i.- are Yan.i on llie W .-si ( „asl 
and Iii.'ak>ton.- in ih.- l\i-t. ^ 



WIUIAM TELL 

WILLIAM TELL PACKS THE BIG SELLING PUNCH! And whatta punch! Socko in Cleveland with audi- 
ence research comments like this: "well acted," "wholesome," "fast- moving," "suspenseful.*" 
Socko in Pittsburgh, Houston, and all around the country for such advertisers as Meadow Gold 
Dairy, Fisher Foods, and Lucky 7 Stores. And soon William Tell comes out swinging in 5 new markets 
via the Triangle stations who've just bought into the big excitement. What's more, William Tell 
keeps punching for advertisers with unprecedented merchandising, on-the-air, at-point-of-sale, 
everywhere! And it's all part of the buy... when the buy is "THE ADVENTURES OF WILLIAM TELL" 

'For the full report, contact NTA Research Department. 



NTA PROGRAM SALES^ 




DIVISION OF NATIONAL TELEFILM ASSOCIATES, INC., TEN COLUMBUS CIRCLE, NEW YORK 19, JUDSON 2-730O 



SI'ONSOl! . 2.1 U'KIL 19.19 
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WBEN-TV 

puts another 
great 
film package 
into orbit 



Recently launched on our 11:30 p.m. Theatre, the M-G-M Golden 
Treasury of Films joins the star-studded firmament of top film enter- 
tainment seen only in WBEN-TV land. 

To the Western New York star-watchers this adds another good 
reason why "there's more on Channel 4". WBEN-TV Late Night 
Movies offer the most and best in film entertainment. The best 
product from the best studios, all intended to build the best late 
night audience. 

And it's doing the job — as every rating service shows. Our national 
representatives, Harrington, Righter and Parsons, have all the facts 
and figures and will be happy to show you how your product and 
promotion can get top billing in the rich Western New York market 
when you put it up there with the stars on WBEN-TV 11:30 p.m. 
Theatre. 



WBEN-TV 

CBS in Buffalo 

tUFFALO EVENING NEWS STATION 
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Why controversy is healthy 

Diirinj; the pasi few weeks. StH)\s(»it has jnihlishcd a iiiiiii- 
hcr <.l >t.)vi(>> and arli. Ic> which can only hclahch-.l as"hif;hly 
(•()iilr()\ (M^iaL" 

Vmouii th(v^c ha\c hccn the report on llie Aj;enc\ Singh' 
Kale Coiiiiiiitlce. the arti( le tilled "'Jlie rach'o iiulus-try (h'- 
>cr\e> a .-paiikiiijt."* die T\ I! and diir own Coiiuuereial Com- 
nienlary criliei-ni of the Saliirday Ki eiiiji^ /'osl's eijihl-])age 
in.MMl on '*a|)ple^ and oranf;e>." anch in this i>sne ( i)aj;e 13) 
di(^ Mash'i proposal for a new ^])ot radio ^ah•s orj;ani/,ation. 

Kaeh one of these storie> rai.-ed (|iie.-tions which can |)ro- 
\oke stronj; ar-imnents on hodi sides. Kaeh has hrontiht to 
st'ONSOi; hodi praise and erilieisni. 

If we were a trade piihlication concerned >()l(d\ witli easy, 
innocnons i-c|)orlinsi of in(lii>lr\ affair'^, it is highh iinlikeh 
that we woidd ha\e printed any of this material. 

{{lit >incc its foinuh'nji 12 \ears af;o. sponsor ha> taken ihc 
[losilion dial il is llie fmiclion of a re>p()ii>il)le trade pa|)er 
nol nierel\ to inform hnt to lead, nol merely to re|)ort l)nl to 
-limnlale d iseiission and constructive lliinkinji ahoni iiulnslry 
prohlenis. 

We l.elic\e thai this p.diev will, in the Ion- rim. hnild 
itrealcr health and vilalily for the air media than any other. 
\nd Ihat- .d' comM-. i. our chief concern. 

The need for vigorous debate 

\t the same lime we want to |)oint out that die value of 
raisinj: conlroxersial issues lies |)rinci|)all\ in the reactions 
which these issues pro\oke anionji our readers. 

if von do nol afiree willi the points raised in an} s|>o\sot! 
arlicle or s|oiy. or if yon feel llial ccilain |)arts of a |)rol)leni 
demand fnrlher aiu|)lihcalion. we iiiti(> \()U to w i ite n- frccdy. 

We will do our hesl lo priiil hoili sides of every issue llial 
hears on a \ali(l air media prohleui. And we w(dcoiiie your 
lellers. e\( n when llie\ are in liearly disaiireemenl. 

THIS WE FIGHT FOR: Crcalcr iiiulciMoud- 
(111(1 fiicdici coiiiiiiiiiiicdlioii Ix'l irccii llio.sc 
iilio .sell (111(1 lliosc who hin air media, tii 
honest rccofiiiilioii of each other's problems 
that II ill hnild streiif;tli for the ii liole industry. 




lO-SECOND SPOTS 

Pay-off: in Dallas, G.-rdon McLen- 
don. piPsidcMit of McLoidon Corp. 
and uwMM of KLIF. lost a friendly 
wager to Lc(> Scfrall. iiresidcnt of 
rival station KL\L. To pas. .Mc- 
Lcndon wrote and pcrs.niail) de- 1 
li\(M("d over KLIF eiiilit promotional 1 
aniionnremcnts for K'lXL throughout ! 
one (la\. Sonic of llie spots were so ' 
good, that KI\L ol)tai)icd permission 
from McLendon lo use them later on. 
Moral: Only Ininhs should f^ninbol. 

Ad lib: On MJC TVs new- JimmY ! 
Uodncrs .S/,e,c. the\ dissolved the 
l.aekgronnd while Jimmv sang. Jim- 
mv-s .-ong: "The Best Things in Life 
\re IVee"; upper right in the hack- 
gnmnd: .aie pair of female legs. 

Letdown: Correction to a \V.\E\V- 
TV. \ew \ork: program listing — 
KILL: /;,«■ llondnzii. 
INSFHT: Pennies From Ih-aici. 

Critic: Ti'mc reports the following 
••For Sale" ad in a West German 
newspaper -Television set slighth 
damaged In a hlow of the fist." 

Hangin' tree: Heard ahont the ariv 
tv Western where the v illain was hung 
with an \srot noose? Phil Stone, 
cm M. -l.n-onto. 

Resourceful: John Travieso. news- 
man at Wn \L. lialtim.ne. left home 
one morning with a full tank of gas 
lUid a single dime in his pocket, 
headed for hank hefore goi)ig to the 
station. Fnrcnite. he heard news of a 
iniin wreck, invested his dime in a 
phone call to WHAL. headed for Citv 
Hospital to ( Over the slorv . Only 
Iroohle: shortest wav to hospital was 
lluongh llarhor Tunnel a toll road. 
I'ravieso ihonght ((uieklv. left his 
class ring with" toll collector as col- 
lateral. 'I'rorini: an old school rinc^ 
is heller than an old sehool lie. 

Confusion: On Vpril Fool's Dav. 
KT1\. Seattle, pranked all day: Gave 
lemperalnre as Jio degrees, corrected 
with lepoits of snow and freezing 
• •old: rc|.orled a disk jockcv hail 
jmn(tcd out of a plane, landed with 
luira. hnle nnopencd in I'ngel S.mml: 
plaved LI'V at 13 r.p.m.: identified 
all its alhnm music hv pop or r & r 
titles. Ererylhinii for' a hms:h. 

si'oNsOli ♦ 2.-> M'Kil, lavj 
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KONO RADIO 

and 

KONO-TV 

take pleasure in aimouncing 
the appointment of ^ 

THE KATZ AGENCV 

as their s 

NATIONAL :i 

-< 

T 

SALES 
REPRESENTATIVE 
EFFECTIVE 

MAY 1, 1959 

Serving Greater San Antonio and Soutliwest Texas Markets 



